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We Make a 
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for Every Service © 


1— Clear Hard Maple Handles 6 — Malleable Dust-proof Brackets 
2 — Handle Clamps (No Bolts) 7 — Keyed Rolled Steel Axles 
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y 3 — Riveted Bracing (No Bolts) 8 — Self-lubricating Axle Bearings y 
y 4 — Shoes Riveted to Leg 9 — Heavy Metal Protectors j 
yj 5 — 10 Spoke Wheels 10 — “V” Shaped Tray Supports 7 
J All steel work is black, while handles are a brilliant red. y 

YY, 


Y 


YUsmngege ECEEAAH_“_§_ K-AHC EE 





It is best to sell a product which is built right and which : 
looks attractive, and for these reasons the “Sterling” is desir- ] 
able for the dealer. From a service standpoint we have 7 

warehouse stocks at your service. j 
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TT STERLING ON A WHEELBARROW MEANS MORE THAN STERLING ON SILVER } 
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You have read the story—you will 
want the Book. 


The demand is great—the supply will 
be limited. 


Avoid disappointment — order your 
copies now. Price $3.00. Send remit- 
tance with orders. 





HARDWARE AGE, 239 W. 39th St., New York City 
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HE want columns of the newspapers are 

crowded with such advertisements as this 

and every one is an advertisement for PYREX 
Transparent Ovenware. 


PYREX helps solve the home help problem by 
doing away with pot and pan washing—the 
meanest part of the cook’s job. 





PYREX makesit easier to keep help and lightens 
the kitchen work of the housewife who is with- 
out help. 


Merchants who never miss a trick are alive to 
the possibilities this offers for increasing the 


sale of PYREX. 








No Home Can Have Too Much 


PYREX 


Transparent Ware 





PYREX Sales Division 
Corning Glass Works, Corning, New York 
World’s Largest Makers of Technical Glassware 
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8634 Medbury Ave. 
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Build Business 
Consistently 


Sand’s Levels are known for their accuracy and 
convenience, proven during over a quarter cen- 
tury of making good on the job. They are de- 
manded by the buyers of good tools. Cater to 
these craftsmen by carrying this line along with 
other tools of recognized quality. Actual tool 
sales will make it pay—but the big profit comes 
from the business in builders’ hardware and 
other lines you’ll do with customers these crafts- 
men send to you. 


Stock Sand’s Levels— 
and “Tell the World”’ 


Put them in your window, display them in your 
store. ‘“Sand’s” on a level is a guarantee of qual- 
ity which tool buyers recognize. No level is a 
genuine “Sand’s” without it. It’s cast in the 
frame of aluminum models, and burned in the 
side of wood models. Show your customers you 
handle the genuine. 


More Than 350 Jobbers Carry Sand’s 
Levels in Stock—There Are Several Near 
You. Make a Note in Your Want-Book Now. 


SANDS LEVEL & TOOL CO. 


Owned—J. SAND & SONS—Operated 
Detroit, Michigan 
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Atkins SilverSfeelSaws 


) 10 My Fellow Hardware Dealers” 


fg CENTRALIA, ILLINOIS, MAN | 
WINS TEN DOLLARS : 


Henry W. Wolff of the Wolff Hardware Company 
“‘carries home the bacon’ this week. He has written a 
very good letter, and anyone not handling Atkins Saws 
could find some very good reasons why they should 
handle them in his letter. 

Have you sent in a letter for this contest? If not do 
so at once. QOur only requirements are that the letter ) 
be written on the stationery of the dealer with whom 
you are connected, and that this dealer handles Atkins 
se. If we accept your letter for publication, you win 


WINNER 


HENRY W. WOLFF 
c/o The Wolff Hardware Co., Centralia, Illinois 


HIS LETTER: =. 
















E. C. Atkins & Co. 
Indianapolis, Ind. | 
Gentlemen: — 

Having read your letter, and wanting to do a good turn to my fellow hardware 
dealers, I must, upon my own conviction, write a few lines concerning the quality of 
Atkins Silver Steel Saws. , | 

I have sold them for at least twenty-five years with not one return. The mirror | 
finish starts the ball rolling; an article well presented in finish and perfect alignment of | 
handle, and when put to actual sawing, how the teeth do cut without pressure or effort 
of party using, due to the taper grinding which cannot be beat. 

On top of this quality, such selling assistance and nationwide advertising of the 
most straight forward company like E. C. Atkins & Company will only make you more 
sales, satisfied customers, and last but not least, what we all are in businegs for, a larger 
margin. 

I always specify Atkins. . 
Very respectfully yours, 


‘A FEW POINTERS ON ATKINS 
‘* Four Hundred ’’ SAW. 


This saw is the elite of the saw world. For the critical 
artisan who desires high grade tools, this saw cannot be sur- 
passed. It has a blade of Silver Steel which is taper ground 
and given the Atkins exclusive mirror finish. itted with 
the new Perfection pattern Handle of solid rosewood. It is made in straight or skew back patterns in either regular 
or ship point widths. 

This saw makes an ideal Christmas present. All dealers should have a stock of these on hand for the Christ- 
mas trade. Write for our new No. 19 catalog which describes all our Saws, Saw Tools, Saw Specialties in detail. 


E. C. ATKINS & COMPANY 
Established 1857 


HENRY W. WOLFF. | 





Machine Knife Factory: Home Office and Factory: “The Silver Steel Saw People” 
Lancaster, N. Y. Indianapolis, Ind. Canadian Factory, Hamilton, Ont. 
BRANCHES: 
Atlanta Memphis New Orleans Portland Seattle Paris, France 
Chicago Minneapolis New York San Francisco Vancouver, B. C. Sydney, N. S. 


ATKINS ALWAYS AWEAD” “Y 
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Focused Heat « 


How it can focus women’s attention 


Waar two main essen- 


tials does a woman seek when 
she buys an oil range? Don't 
you find that most of all she 
wants quick heat and low 
fuel cost? 


Are you always able to 
show her the range which 
best meets these two require- 
ments? 


You can if you handle the 
Florence Oil Range. 


Because of the highly scien- 
tific way in which the Florence 
burners focus heat they cook 
very fast per gallon of kerosene. 


N the opposite page is a close up 

drawing together with a descrip- 
tion of the focusing principle of the 
Florence burner. This picture, with the 
description, is featured in all the adver- 
tisements which will be read this year 
by millions of women. 


This big selling point—focused heat 
—is going to focus women’s attention 
on the Florence and on the store that 
handles it. Will yours be one of these 
stores? 


Puts air to work—and air 
costs nothing 


But there is much more to the Florence 
than focused heat. The Florence burner 
is built in such a way that a small 
amount of kerosene goes a long way. 


The Florence burner draws in air and 
puts this air to work. The air is com- 
bined with the kerosene gas in such 
scientific proportions that the resulting 
flame is a blue gas flame, intensely hot 
and unusually thrifty in its fuel con- 
sumption. 

The flame from the Florence burner is 
very hot. This is because it is a gas 
flame. The Florence has no wick. You 
light the Florence from an asbestos start- 
ing ring which we call the kindler. 
After the kindler has started the genera- 
tion of kerosene gas it ceases to function. 
It cannot char down. 


For the kitchen up-to-date 


As to the exceptional beauty of the 
Florence, we need hardly do more than 


on your store 


call your attention to the 
picture of the range on the 
opposite page. Sturdily built 
and finished in lustrous 
enamel, it will grace the 
kitchen of the most particu- 
lar housekeeper. 


The glistening nickel trim 
and porcelain enamel are easy 
to clean and keep clean. They add that 
up-to-date touch which people demand. 


More friends among your customers 


If there are women who have never 
read about the Florence Range it is be- 
cause they never read advertising. And 
this year the Florence is destined to 
make more new friends among your cus- 
tomers than ever before. This year 
Florence advertising will appear in many 
publications which never before have 
been included in Florence campaigns. 


In many publications we will use 
striking colored inserts. In the Sat- 
urday Evening Post there will be single 
pages and facing pages in color. Good 
Housekeeping,: whose value has been 


brought home to you many and 
many a time, carries an impressive 
campaign. 


Greater than ever before is the effort 
we are making to interest readers of the 
farm publications. There are 16 farm 
papers on our schedule and in 12 of these 
we will use bright, attractive, four- 
color inserts. And the advertising which 
we have scheduled to appear in news- 
papers is very extensive. 
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A Florence Window originated by 
Mr. A. T. Houghten, Vice-Presi- 
dent of the Charles S. Ferrin Co., 
Mount Clemens, Mich., and used 


by him in his hardware store. 


Mr. Houghten writes: ‘‘After 
spending considerable time in look- 
ing over the entire market, we 
decided that the Florence line of 
oil stoves was the line that we 
could add without fear or injury 
to our past reputation as dealers 
in stoves.” 


-e5(0)° *@ro- 


Endorsed by Good 
Housekeeping Institute 


Many of the articles you 
sell carry the endorsement 
of the Good Housekeeping 
Institute. You know what 
this means to women. The 
Florence carries the Good House- 

keeping seal of approval and the 
endorsements of other similar institu- 
tions, among which are the Priscilla Prov- 
ing Plant and the New York Herald- 
Tribune Institute. 


The next step to take 


There are many points about the Florence 
and the Florence proposition that will be 
profitable for you to read. 


Fill in the coupon on the opposite 
page and send it in to Gardner. By re- 
turn mail we will forward a catalog of 
the Florence line. We want you to 
know how focused heat can focus the 
attention of more women on your store. 





Why the Florence is a 


money-maker 


1—Florence allows a liberal mark- 
up —well above the average. 


2—Florence is the range which 
most perfectly suits women’s re- 
quirements. 


3—One of the most widely adver- 
tised ranges. 


4—Extensive cooperation given to 
merchants and retail salesmen who 
sell it. 
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FOCUSED HEAT 


In this picture of the famous Florence burner, the 
enameled jacket has been cut away so you can see the 
flame. Notice particularly the large size of the flame and 
the short distance it has to travel to reach the cook- . i Seemann ininienami a SO ET ah Se Oe EOE wee 
ing utensil. The inner cylinder becomes red hot and rea ee SS Re ee OS ee eee ea 
the heavy enameled jacket keeps the intense heat from 










=_ ~ a — — ee goed _ The range above is a four-burner blue model, complete with 

il heat into the cooking than any other high- mantel and portable oven. This blue trimmed model comes rat eas 

powered burner. in fivesizes— 1,2, 3,4and 5 burners. Atslightly higher cost eS” > —_ 
48. ak P 


This picture and a description of focused heat is you can secure the same model trimmed in white enamel. 
featured in every advertisement in the 1925 campaign White ranges come only in 2, 3, and 4 burner sizes. 


> FLORENCE - 


[Fcorence STOVE COMPANY, GARDNER, re: A.) 


* ne —— 7 
Oil Ra nge ——, 
% : TLORENCE ‘i 




























This shows you what we 
are doing to make more 
friends for the Florence 
among your customers. 
Many publications on this 
newsstand will carry Flor- 
ence advertising in 1925. 
There are 5 great national 


7 
The Florence Oven is portable. It comes in two sizes—c 
burner and two burner. Food cannot burn on the bottom di 
to the patented heat distributor over the burners. This device 
keeps the heat from striking directly against the bottom of the 
cooking pan. The baker's arch at the top throws the heat cur- 
rents down over the food. 
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pers, and many news- 


apers on it. 
_ FLorence Stove CompPAny, OS a 2irh irae 


Dept.971,,Gardner, Mass. 


Gentlemen: 
Kindly mail me a copy of your 1925 catalog, 
Also full details of your proposition. 
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The reason for QUIK- 
WERK popularity is the 
simplest one in the world 
—the excellence of the 
tools themselves. It’s an 
undeniable fact that 
QUIKWERKS do _ last 


longer. 


Dew ga obagpaee 
¢ . 
PSE mites 


wn 
RENE QE LRT 


ONS AN n “ oer 
For nearest distributor see 


lew i » or. McRae’s Blue Book 


OVE a] b 
WHF + ) 

— Cae ir Re The Warren Tool & Forge Co. 
~~ , : 240 Griswold St., Warren, Ohio 
Mattocks 


Sledges Picks 
Blacksmiths’ Tools Chisels 
Hammers 


Tongs 
Woodchoppers’ Tools 
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— Not Ups et Heavy Bar are 


drop-forged (not ‘“‘upset’’) in one 
piece from specially selected steel and 
case-hardened, providing a “‘‘back- 
bone” that is remarkably stiff and 
strong. 


Extra Heavy 
Bar 



















Extra Heavy 
caws 


Are _ thoroughly 

case - hardened 
and extreme care is given to 
fit — assuring minimum 
play. 


Cut Threads _ 


Milled thread assures accuracy in 
fit to screw in Jaw. Result— 
very easy adjustment at all times. 





Ghe Reasons for 
their Superiority 


Noted above have enabled ““W & B” Machin- 
ists Knife Handle Wrenches to make good in 
heavy service. They are the reasons for their 
profit-making possibilities for you. 





Wrench Book on request. 


J. H. WILLIAMS & CO. 


“The Wrench People’’ 
New York BUFFALO Chicago 


ILLIA 


ZUPERIOR DROP-FORGED TOOLS 
wé&B MACHINISTS’ 





KNIFE HANDLE WRENCH 
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“Let me see that vise’’ 


It’s a lot easier to sell goods which are in plain 
sight than it is to sell those which are stowed away 
in some inconspicuous place. That’s why we de- 
signed what merchants agree is a wonderfully ef- 
fective sales device, the 


PRENTISS VISE DISPLAY 


to hold and to win the attention of your patrons to 
the famous vises which have been supreme in 
quality for over half a century. 


Here’s a display that’s strong as Gibraltar 
—and it’s the hardest working and most 
reluable salesman you ever had on ‘your 
force! 


Loaned to you without 
charge on receipt of 
your order for PREN- 
TISS Vises needed to 
fill it. 


Today write for yours! 


PRENTISS VISE COMPANY 


106-110 Lafayette St. 


New York City 



































has done a great deal to make this possible. 


F* Back of it, of course, is the increasing popu- 
larity of the ‘‘Gifts of Utility’’ idea and the 
steady advertising*of 10-inch Walworth Still- 
sons packed for household use. 
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3| Christmas Stillson sales rr: 
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HRISTMAS~ i = 2, ae 
i! sales of Walworth Stillson Z oy 
wrenches have increased tremendously © 4 yA i 
Al in the last two years. Special packaging P 2 ms fx : 
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As Christmas nears we include special holi- 
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4 day slip-ons inJevery Walworth carton. They | 

H serve to make this handy tool all the more 4 

x presentable. Slip them off again after Christ- 4 

4 mas, throw them away if you want to, and i 

r you'll still have an attractive display of the : | 

H standard boxed Walworth Stillsons that you i | 

z can sell any month in the year. D : 

, Order your Walworth Christmas Stillsons ; 
now— it’s none too soon—and be sure to ask " | 

: for the Christmas packing. i 

4 

: Bis Lidia 

4 

! WALWORTH MEG. CQ., Boston, Mass. 
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Sales Units and Distributors in All Principal Cities 
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HESE firms are now supporting the Save the 
Surface Campaign; they have subscribed for 
periods of five years. They are making possible 
a movement that benefits the whole Paint and 
Varnish industry. 












Acme White Lead & Color Works, Detroit, Mich. Colonial Works, Inc 










Aunconda Lead Products Co...... Chicago, Ill. 

















Cincinnati, O. 








































San Francisco, Calif. Detroit White Lead Works 


Bullington & Co., R. McC..... Richmond, Va. Tad Cian: Whe Cn 
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Investors in Save the Surface Campaign 


aN 





Save the Surface Campaign is the biggest factor in 
educating the public that it is cheaper to use paint 
and varnish than not to. Dealers and painters, 
realizing this, show active interest in knowing to 
whom they are indebted for its support. 





eee Brooklyn, N. Y. Globe Varnish Co., Inc. ....... Pittsburgh, Pa, 


Advance Paint Co.......... Indianapolis, Ind. Columbus Paint Mfg. Co........ Columbus, O. Goldberg & Co., G. M....San Francisco, Calif, 
Allentown Manufacturing Co. . . Allentown, Pa. Condie-Bray Glass & Paint Co. .St. Louis, Mo. Goodrich Co., Wm. O........ Milwaukee, Wis. 
Alpers Co., The W. A........... Cleveland, O. ER Se ie aOR -. Bridgeport, Conn. Gould & Cutler, Inc............ Boston, Mass. 
Alston-Lucas Paint i? Sine wleeaaee Chicago, IIl. Conneaut Can Co., Inc. ......... Conneaut, O. ; F 
American Can Co........... New York, N. Y. Consolidated Paint Co........ Milwaukee, Wis. 8, Sa Chicago, Ill. 
American Color Card Co......... Chicago, III. Continental Can Co., Inc..... New York, N. Y. Hale & Holmes Co., The....... . Cleveland, O. 
American Oil & Supply Co. ..... Newark, N. J. Cook Paint & Varnish Co... .Kansas City, Mo. Hampden Paint & Chem. Co. Springfield, Mass. 
American Varnish Co., The....... Chicago, Ill. Cook & Swan Co., Inc. ...... New York, N. Y. Hanline Brothers............. Baltimore, Md. 
American Zinc, Lead & Smelting Co., Cooledge & Sons, F are Atlanta, Ga. Hanlon & Goodman is 08 we New York, N. Y. 
Boston, Mass. Crescent Paint & Mfg. Co....... Cleveland, O, | Hanna Paint Mfg. Co., Inc...... Columbus, O. 


Hansen Glass & Paint Co... ....Sioux City, Ia. 


Darrow & Co.,G.P......... Philadelphia, Pa. = Harrison Brush Co.......... ’ Philadelphia, Pa. 
wer The meeaaeoeas sent atts ey x Dau Paint Co., Frank counsel Milwaukee, Wis.  Hathcock Paint Co. (John Lucas & Co.) 
ioniuas e Co., J. , ee Oe J. Davis Co., The H. B.......... Baltimore, Md. Jacksonville, Fla. 
Armitage hs Soe "Chicago ii] Dealers & Painters eines Milwaukee, Wis. Heller & Merz Co............. Newark, N. J. 
Athey Paint Co., C.M........ Bakimore, Md. eB LY. Leib tubal & Co........ San Francisco, Calif. 

ebevoise e.. rooklyn, ilo Varnis ORME Ee Brooklyn, N. Y 

Atlantic Drier & Varnish Co. .Philadelphia, Pa. aa ~ , So. “. on “oust 5 mg es Hirshberg Paint Co Bie Sabiienore, Md. 
, ° e Golyer Varnish Works, The. roy, Hirst & Begley Linseed Works (National Lead 

> & ar Company ...... ee N v Dell & Co., The, Samuel M... Baltimore, Md. Co.)... : ey wleeevestewdane x Chicago, III. 
si “4 Co, 5 anal conna ed Chics IL. Denny, Hilborn & Rosenbach. Philadelphia, Pa. Hockenjos Co., J. J..........-. Newark, N. J. 
Bass. ter Co. (N sheeal fos d Co.) - Detroit Graphite Co........... Detroit, Mich. Hocker Co., CR. Philadelphia, Pa. 
a ee Soe Detroit Oil & Naval Stores Co...Detroit, Mich. — Hodges & Bro., H. M......New Haven, Conn. 


biwied Detroit, Mich. Hooker Glass & Paint Co., H. M. Chicago, III. 


Bauer Mfg. I i cenan ee Wooster, O. DeVilbiss Mfg. Co.. Th 
a: Bs vx chnu need Toledo, O. pooper & Ce... EB. Fo. 6.060000 Trenton, N. 
— yn = tomy hag rs ee Devoe & Raynolds Co., Inc... New York, N. Y. Hoosier Paint Works......... Ft. Wayne, I ay 
B ney “Tl SNA, .8 Det w% ‘Mich Dexter Bros. Co................ Boston, Mass. Horn Varnish Co............. Brooklyn, N. Y. 
Bice \ Br, b Gy aaasileie itis Ma. Diamond Oil & Paint Co........ Scranton, Pa.  Hotopp Varnish Co., The...... Hoboken, N. J. 
Bier “& Wo if Co. sidetahiiadechahied = P bil delphig Pa, aemeer Coser Ce... .....0s00: Detroit, Mich. Howell & Co., Inc., Chas. H. . Philadelphia, Pa. 
— eee ta alleges ; C| ~ land. O. Dowdy Brothers............ Philadelphia, Pa. 

Billings-Chapin Co., BOD. 600445 eveiand, VU. Dozier & Gay Paint Co...... Jacksonville, Fla. Illsley & Held Co........... New York, N. Y. 
Binney & Smith Co......... New York, N. Y. Dunham, Thos. C........... New York, N. Y. Imperial Color Works, Inc...Glens Falls, N. Y. 
Black Diamond Paint & Varnish Works Du Peat de Mensure & Go.. inc... I. Imperial Paint Co... .. Long Island City, N. Y. 


Wilmington, Del. Imperial Varnish & Color Co.,Ltd., Toronto, Can. 





a SR? incinnati, O. . . . 
Rie | ele... Ci eee cunt, Ge 
Raoosl, & Law Co.......... New Haven, Conn. Eberson-Lindsley Paint Co..... St. Louis, Mo. 7 ee Varnish Co 4 7 ” dianarok 7 * qd 
Boston Varnish Co. ...........+. Boston, Mass. Eclipse Paint & Mfg. Co........Cleveland, O I as City Oj & Varnish Co "Pittsbu i P ‘ 
Bownes Co., Frank.............. Lynn, Mass. Elastic Compound Paint Co. . Philadelphia, Pa. I. ME Co ses Cl. ts d 0 
Boydell Bros. White Lead & Color Works ices xcecenae vs Philadelphia, Pa. gy re a. Da a 0. 

Detroit, Mich. Elkhart Enamel & Paint Corp... . Elkhart, Ind. bee aiiies ee eee eo neee ey ee 
Bradley & Vrooman Co.. ....Chicago, IIL. Elliott Varnish Co. .............. Chie¢ago, III. Johnson & Co., Inc., Oliver... Providence, R. I. 
Bradley-Wise Paint Co. .... ses Angeles, Calif. Enterprise Paint Mfg. Co... ..... .Chicago, Ill. Johnston & Oswald Co.......New York, N. Y. 
Bragdon Paint Co., M.F....... Portland, Me. Enterprise Stamping Co....McKees Rocks, Pa. = Johnston Paint Co., The R. F. . . Cincinnati, O. 
Breinig Bros., Inc...... ......Hoboken, N. J. per Se & meee eee eceees P > 4 a. Jones & Dillingham........... Spokane, Wash. 
Eaaad e Window Glass Co.............. 

Belton, Salle & Co., Inc....... a Ermand Co., Wm. Dey. ........ Albany, N. Y. Kasebier-Chatfield Shellac Co., New York, N. Y. 
ggs-iViaroney Co., inc........ = & Sane Go. He hleh P Kellogg & Sons, Inc., Spencer. . . Buffalo, N. Y. 

Brininstool Co., The. ..Los Angeles, Calif. Erwi ns nry...... Bethlehem, Pa. 
3) 4 Pa Milwaukee, Wis. Kentucky Color & Chemical Co., Louisville, Ky. 

Brooklyn Varnish Mfg. C.. .. Brooklyn, N. Y. , , 

Brown Paint Co., C.H....... Brooklyn, N. Y. Excelsior Varnish Works......... Cleveland, O. Kentucky Paint Works. ....... Covington, Ky. 
Bown Peint.Co. F. M Portland. Me Keystone Varnish Co., The... . Brooklyn, N. Y. 
Sloe eke te Seite ann Fales Co., The W. H......... Brooklyn, N. Y. Kirby Paint Co., Geo. Jr..New Bedford, Mass. 
s tnddly ye “cade ye wpe Pate Farrell-Calhoun & Co........ Memphis, Tenn. Klein Mfg. Co., The............ Cleveland, O. 


eres St. Paul, Minn. Kohler-McLister Paint Co., The, Denver, Colo. 


Burdsal Co., The A......... Indianapolis, Ind. dent Cadi Co Chicaeo. II . . 
ne ee go, Ill. KrebsPigment & Chemical Co., The, Newport, Del, 
we omed - “<7 oe nantes - oitinhe ~ Felton, Sibley & Co., Inc. .... Philadelphia, Pa. Kuhn Paint & Varnish Works. . jy Tex. 
Sean decten tenth Co... Contains Bian. s a ae Re i gy "4 Kurfees Paint Co., Inc., J. F.... Louisville, Ky. 
Butcher & Co., Inc., L. H.. .. New York, N. Y. * manag re ——_ Pueblo. Colo. Lampton, Crane & RameyCo., The Louisville, Ky. 
Butler-Flynn Paint Co..... Washington, D. C. ae eo ~ a Co. ie ‘Cleveland. O. Lancaster Paint & Glass Co... ..Lancaster, Pa. 
Forman, Ford & Co. ...... Minneapolis, Minn. Lanken-Vivian Co., The......... Cleveland, O. 
Cabot, Inc., Samuel............ Boston, Mass. Foy Paint Co., The. . Gnciansti. O. Lavanburg Co., o red - ie cus New York, N. Y. 
California Paint Co. .......... Oakland, Calif. cane mete Dalat & Wallpaper Co. Lawrence & Co., W. W........ Pittsburgh, Pa. 
Calman & Co., Emil......... New York, N. Y. eae Diego Cal ries McMallin Pg Philadelphia, Pa. 
Carpenter-Morton ee Boston, Mass. eT ee Detroit. Mich. Lewis & Bros. Co., John T. (National Lead Co.) 
Carter White Lead Co. (National Lead Co.) Pie & Ce 0... Sen Beene Cn Philadelphia, Pa. 
Chicago, III. : sy — Cl Indianapolis, Ind. 
Central Paint & Varnish Mfg.Co. Kansas City,Mo. Se eS Tn as nei dive Paterson, N. J. Lincks, Geo. H............. New York, N. Y. 
Chadwick Boston Lead Co. (National Lead Co.) Gerstendorfer Bros.......... New York, N. Y. Lincoln Paint & Color Co., The 
Boston, Mass. Gettemuller & Co., H. J....... Baltimore, Md. Lincoln, Neb. and Dallas, Tex. 
Chicago White Lead & Oil Co... . .Chicago, IIl. Gibson-Homans Co., The........ Cleveland, i Longman & omg age PTS New York, N. Y. 
oe re Philadelphia, Pa. a 4 Ga (Th ceeiaiabid Jersey City, N. Louisville Paint Mfg. Co....... pare Ey 
Cleveland Window Glass & Door Co. Cleveland, 0. Globe Mfg. Co. (The Morgan Co.). . Peoria, | Louisville Varnish ae veveeeeseLOuisville, 
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Lowe Bros. Co., The.........-..5- Dayton, O. 
Lucas & Co., inc. ‘ John. Ral ead Philadelphia, Pa. 
McCloskey Varnish Co... .... Philadelphia, Pa. 
McDougall-Butler Co., Inc...... Buffalo, N. Y, 
McMurtry Mfg. Co., Tie....... Denver, Colo, 


McNamara Varnish Works, Inc.. Michael 
Detroit, Mich. 


McNulty, Jos. A.........06. New York, N. Y. 
McPhee & McGinnity Co....... Denver, Colo. 
McQuade & Co., Inc., John. . . Brooklyn, N. Y. 
MacLachlan Paint Co Re ar Detroit, Mich. 


Macneal & Co., Jas. B.........Baltimore, Md. 
Macneal’s Varnish& Color Works. Baltimore, Md. 


Magner Bros............ San Francisco, Calif. 
= so Oil Eo rea Scranton, Pa. 
Marcus, Edward H............ Louisville, Ky. 
Marietta Paint & Color Co....... Marietta, O 
Marinz Paint & Varnish Co. . New Orleans, La. 
Martin Co., The L.......... New York, N. Y. 
Martin-Senour Co., The.......... Chicago, Ill 
Martin Varnish Co............... Chicago, II]. 


Matheson Lead Co. (National Lead Co.) 
« Long Island City, N. Y. 
Mathews Paint Co., Inc. ...Los Angeles, Calif. 


Matthews Corp., Re St. Louis, Mo. 
Mayer & Loewenstein. ...... New York, N. Y. 
ee eee Philadelphia, Pa. 
Michel & Co., C. A........... Pittsburgh, Pa. 


Midland Chemical Co. (Eagle-Picher Lead Co.) 

Chicago, IIl, 

Midway Varnish Co........... St. Paul, Minn. 

Minehart-Traylor Co........... Denver, Colo. 
Minnesota Linseed Oil Paint Co., 

Minneapolis, Minn. 

Mohns Bros a i a i Milwaukee, Wis. 

Moline Paint Mfg. Co............. Moline, II]. 

Montauk Paint Mfg. Co...... Brooklyn, N. Y. 


Montgomery Ward & Co......... Chicago, Ill. 


Moore & Co., Benjamin....... Brooklyn, N. Y 
Moore Paint & Oil Co., L. . ..Charleston, S. C. 


ee es eee Peoria, Ill. 
Moser Co., The Charles wa a? Cincinnati, O. 
Murphy Varnish Co............ Newark, N. J. 
Muskogee Paint & Glass Co...Muskogee, Okla. 
= S| Sears Boston, Mass. 
Nason & Co., R. N........ San Francisco, Cal. 
National Lead Co........... New York, N. Y. 
National Lead Co. of California (National Lead 
Se Mea e i cea San Francisco, Calif, 
National Lead & Oil Co. (Naticyal Lead Co.), 
Pittsburgh, 


National Paint & Varnish Co. (Ohio Varnish 
Co. Cleveland, O. 
National Pigments & Chemical Co. (National 


lg i hd t. Louis, Mo. 
National Varnish Co.. . Long Island City, N. Y. 
Neesemann & a DOGG. .s0ce. Baltimore, Md. 
Pi. COL l4 vewcevabaes Pittsburgh, Pa. 
Newark Varnish _ ae Newark, N. J. 
New Jersey Paint Works.. ... Jersey City, N. J. 
New Jersey Zinc Co., The.. .. New York, N. Y. 
Nice Co., Eugene E.......... Philadelphia, Pa. 
North Star Varnish Co........ St. Paul, Minn. 
Novak & Son, Chas.............. Chicago, IIl. 
Oakley Paint Mfg. Co...... Los Angeles, Calif. 
O’Brien Varnish Co., Inc... .. South Bend, Ind. 
Ogden Paint, Oil & Giese Gb... ;. Ogden, Utah 
Gee VON GA occ cc vccccccecs Cleveland, O. 
Paasche Air Brush Co............ Chicago, III. 
Paine & Nixon Co............. Duluth, Minn. 
Paint & Varnish Record..... . New York, N. Y. 


Washington, D. C.— International Association of Master House Painters and Deco- 


rators of the United States and Canada. 


flinois—State Association Master House Painters and Decorators. 


ouse Painters and Decorators. 
iety of Master 


lowa—Master 
Massachusetts — 


ae ow “a See 





Philadelphia—Master House 


ouse Painters and Decorators of Massachusetts. 
New York—State Master House Painters and Decorators. 
Ohio—Association Master House Painters and Decorators. 
Cleveland, Ohio—Contracting Painters’ and Decorators’ Association. 
Weinteos’ and Decorators’ Association. 
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Paint & Varnish Dealer & Salesman 
New York, N. Y. 
Paramount Paint & Varnish Co., Philadelphia, Pa. 


Parker & Sons Co., Ira..........Oshkosh, Wis. 
ee Milwaukee, Wis. 
Peabody & Co., Henry W. . .. New York, N. Y. 
Peaslee-Gaulbert Co., Inc...... Louisville, Ky. 


Philadelphia, Pa. 
.Detroit, Mich. 
St. Louis, Mo. 


Pecora Paint ; 
Peninsular Paint & Varnish Co. 
Phelan-Faust Paint Mfg. Co. . 


Proves Go. F.O. .. ccc cccces New York, N. Y. 
Pioneer Glass & Paint Co....... Omaha, Nebr. 
Pioneer Mfg. Co., The.......... Cleveland, O. 


Portland, Ore. 
. Pittsburgh, Pa. 


Milwaukee, Wis. 


_.E. Boston, Mass. 


Pioneer Paint 

Pittsburgh Paint Supply Co... 
Pittsburgh Plate Glass Co. 
Plymouth Rock Paint Co 


Popplein, G. & N., Jr... ...... Baltimore, Md. 
Pratt & Lambert Inc.......... Buffalo, N. Y. 
Pretzlaff Hardware Co., John. . Wilwaukee, Wis. 
Prince Paint Co., James H...... Boston, Mass. 
Progress Paint Mfg. Co., Inc... . Louisville, Ky. 
Progressive Painter.......... New York, N. Y. 
Pusnes & Seas, 5. C.....cccces Boston, Mass. 
Rasmussen & Co............--.- Portland, Ore 


Reilly Co., Hugh........... Washington, D. C. 
Reliable Paint Co., Inc.........Louisville, Ky. 
Reliance Varnish Co........... Louisville, Ky. 


Reliance — a. .. Newark, N. J. 
NSS EEE Adams, N. Y. 
Robinson, time cn we ia New York, N. Y. 
Robinson Paint Co.. ._ Aurora, Ill. 


Rogers-Pyatt Shellac Co..... -New York, N. Y. 
Ross Co., Inc., F. New York, N. Y. 
Rower-Beine Paint Mfg. Co... . .St. Louis, Mo. 
Ruberoid Co., The.......... New York, N. Y. 


St. Louis Surfacer & Paint Co. ..St. Louis, Mo. 
St. Paul White Lead & Oil Co... St. Paul, Minn. 
Salt Lake Paint & Glass Co., Salt Lake City, Utah 
Sargent-Gerke Co., The... .. Indianapolis, Ind. 
Schroeder Paint & Glass Co... .. Detroit, Mich. 
Sealerine Products Co. (Michael McNamara 


Varnish Works).............. Detroit, Mich. 
Sears, Roebuck & Co............. Chicago, Ill. 
Seidlitz Varnish Co......... Kansas City, Mo. 


Sewall Paint & Glass Co... . 
Sewall Paint & Glass Co. of Tex. 
Sherwin-Williams Co........... 
Shoemaker & Co., Inc., R.... Philadelphia, Pa. 


_Kansas City, Mo. 
.. Dallas, Tex. 


Simons Paint Spray Brush Co...... Dayton, O. 
SS EEE ILO PTT Bridgeville, Pa. 
ee | a Cleveland, O. 


Smith- Alsop Paint & Varnish Co., The, 
Terre Haute, Ind. 


Smith Paint & Wallpaper Co... .. Rockford, IIl. 


Sonneborn Sons, Inc., L...... New York, N. Y. 
N° re Baltimore, Md. 
Spruance Co., Gilbert. ....... Philadelphia, Pa. 


Standard Glass & Paint Co....Des Moines, Ia. 
Standard Plate Glass Corp..... Pittsburgh, Pa. 
Standard Varnish Co............. Chicago, Ill. 
Standard Varnish Works. .... New York, N. Y. 
Starkweather & Williams Co. . Providence, R. I. 


Stayner & Daly..........Salt Lake City, Utah 
Steelcote Manufacturing Co... .. St. Louis, Mo. 
Steen Varnish Co., John A........ Chicago, IIl. 
Sterling Paint Co........... Emeryville, Calif. 
Sterling Products Co., The....... Cleveland, O. 
Stewart Co., The............ Philadelphia, Pa. 


Stollberg Hardware & Paint Co..... Toledo, O. 
Stoneman & Son, M. G 


ORGANIZATIONS 
Washington 


. surface and ' 


SAVE THE SURFACE CAMPAIGN 


Cleveland, O. 
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Strevell-Paterson Hardware Co., 


Salt Lake City, Utah 
Io dace cece es ox Louisville, Ky. 
Sunset Paint Co., Inc.......Los Angeles, Calif, 
ee ee eee Pittsburgh, Pa. 
Talbot, Brooks & Ayer..........Portland, Me. 
Ce ee Chicago, Ill. 
Tanner Paint & Oil Co., Inc. ... Richmond, Va. 
Terabentine Co............. Philadelphia, Pa. 


Thibaut & Walker Co..Long Island City, N. Y. 
Thomson Wood Finishing Co., Philadelphia, Pa. 
Thompson & Co Pittsburgh, Pa. 
Thresher Varnish Co., The.........Dayton, O. 
T-O Manufacturing Corp. ..Los Angeles, Calif. 


Topp Oil & Supply Co.. ...... Milwaukee, Wis. 
Towns Paint Co., Inc...... . Buffalo, N. Y. 
Trainer Co., Walter L........ ", Philadelphia, Pa, 
Tropical Paint & Oil Co. ........ Cleveland, O. 
Tripod Paint Co., The. .......... Atlanta, Ga. 
True-Tagg Paint Co. (Geo. D. Wetherill & Co., 
ES a ae Memphis, Tenn. 
Truscon Laboratories........... Detroit, Mich. 
United Lead Co. (National Lead Co.) 
New York, N. Y. 
United States Paint Co...... New Orleans, La. 
18 oe Se) Chicago, III. 
U. S. Gutta Percha Paint Co..Providence, R. I. 
I i i Cleveland, O. 
Utica Paint & Glass Co.......... Utica, N. Y. 
Utley Paint Co., Inc......... New Orleans, La. 
Valentine & Co............. New York, N. Y. 
Vane-Calvert Paint Co......... St. Louis, Mo. 
Van Sickle Glass & Paint Co..... Lincoln, Neb. 
Wadsworth, Howland & Co., Inc., Boston, Mass. 
Wadsworth-Howland Co.......... Chicago, III. 


Waggener Paint & Glass Co.. Kansas City, Mo. 
Wagner Co., Inc., Chas. A... . Philadelphia, Pa. 
Waldo, E. M. & F New York, N. Y. 
Warren Paint Co. (Ohio Varnish Co.), 
Cleveland, O. 
Washburn Co., Ira D. (Ohio Varnish Co.), 
Cincinnati, O. 
Washburn Co., T. F.. Chicago, IIL. 
Waterall & Ca. William (Geo. D. Wetherill & 


OS rere Philadelphia, Pa. 
Watrous Varnish Co......... Philadelphia, Pa. 
Watson Co., Geo. B........c.cce. Chicago, III. 
Weiskopf Co., Henry...... Minneapolis, Minn. 
Werner, John, The Paint Man. . Baltimore, Md. 
Western Dry Color Co........... Chicago, IIl. 


Westmoreland Chemical & Color Co. 
Philadelphia, Pa. 
Wetherill & Co., Inc., Geo. D. Philadelphia, Pa. 
Whiting, J. L. Adame Co., J. J. .. Boston, Mass. 
Whittaker, Clark & Daniels, Inc., New York, N.Y. 


Wileox Co., The M. I.............. Toledo, O. 
Wilckes-Martin-Wilckes Co. .New York, N. Y. 
Williams & Co., C. K............. Easton, Pa. 
Wilson & Bennett Mfg. Co........ Chicago, III. 
eS Ss 8 rere rer Chicago, Ill 
Winterbourne is ® Soe New York, N. Y. 
WooleeyPaint & Color Co.. C.A., Jersey City, N. J. 
Wooster Brush Co., The.......... Wooster, O. 
Yarnall Paint Co............ Philadelphia, Pa. 
York Paint & Hardware Co......... York, Pa. 


Zimmerman Co., E. E......... Pittsburgh, Pa. 
Zinsser & Co., Inc., William..New York, N. Y. 
Zummach, Wm. F........... Milwaukee, Wis. 


Penna.—Master House Painters and Decorators of Pennsylvania. 
D.C.—Master House Painters’ and Decorators’ Association- 
Harrisburg, Pa.—Master Painters and Paper Hangers Association 
ew Jersey—Master House Painters and 
smn House Painters and Decorators Association, Schuylkill Co., Pa. 
New Jersey—State Association Master 
Wisconsin— State Association Master House Painters and Decorators 
Portland, Ore.—Master Painters & Decorators Association 
National Association of Save the Surface Salesmen— 1087 Members. 


ecorators Association 


ouse Painters and Decorators 


507 The Bourse 
PHILADELPHIA 
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The PEXTO No. 30—A Plier with a Reputation 


OUR customers are assured com- 

plete satisfaction with each and 
every PEXTO Tool. Your customers 
are your friends, the electrician, the car- 
penter, the garage mechanic, the tin- 
smith, the handy-man-around-the-house, 
these fellows are in your store every day. 
They all need Tools, but be sure to sup- 
ply them with Tools that will give first 
class service. 


Write for Catalog of Worth While Tools. 


THE PECK, STOW & WILCOX CO. 
Southington, Conn., U. S. A. 
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SA] 
To Help You Sell More TRIMO Pipe Wrenches 


Place one of these attractive new display cartons on your counter 
and watch pipe wrench sales jump. 


It contains six of the handy 10-inch, wood handle pipe wrenches 
each in its individual box—just the wrench every man wants to have 
’round the house. Practically every customer that enters your store 
needs a TRIMO 10-inch Pipe Wrench for his home, his car or his 
farm. The new display carton on your counter will remind him of 
this need, without effort on your part. 


After this date, all TRIMO 10-inch, wood handle pipe wrenches 
will be packed in the individual carton. Ask your jobber to send you 
six packed in the display carton, and six extra to fill in, and see how 
quickly they will sell. ’ 





Take advantage of this valuable, free sales help. Order from your wa a yr ER 
jobber now, and be sure and specify the new display carton as illus- sizes. 
trated. Wood Handle—6”, 8”, 10”, 
« 14” sizes. 
: Drop-forged jaws and 
: handle “itl breakab! 
2 TRIMONT MFG. CO. ea wn arg Roraag “= a 
nad g cage —— 
nsert jaw in hnandle, 
! ROXBURY, MASS. , 








TRIMO | 
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Machine Screws 
Stove Bolts 
Tire Bolts 


























































American Screw Co. 


PROVIDENCE , 


WESTERN DEPOT 
225 WEST RANDOLPH ST., CHICAGO, 
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The World Fliers used 
YALE FLASHLIGHTS 


on their trip ‘round the World 


) pe played positively no part in putting YALE FLASHLIGHTS in the cock-pits of 
the World Flight planes. Not an ounce of anything other than the world’s best of 
everything necessary for the success of this world-famous flight around the world, was used. 
Everything had to pass the most rigid tests and inspection before being accepted, that is why 
YALE FLASHLIGHTS went’round the world. : 


The YALE line consists of twenty-one different 
models and all have the eight new distinctive Yale 
features, including the patented three-way switch 
with positive locking device. The only switch that 
cannot be short circuited. 











HONO-CEL 
YALE MONO-CELLS we ease 
Fit All Standard Tubular Flashlights ee 


HE patented construction of the Yale Mono-Cells makes 
a short circuit impossible in a flashlight. 


They are “chock” full of dark-dispelling energy. 


YALE ELECTRIC CORPORATION 


Chicago Brooklyn San Francisco 
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THe ORIGINAL STILLSON PATTERN PIPE WRENCH-THE ORIGINAL STILLSON PATTERN PIPE WRENCH 





Satisfaction 


There is double satisfaction in MORCO 


Stillsons—the satisfaction of the user, and 


that of the dealer in a satisfied customer. 


On every MORCO Stillson you will find 
the MORCO guarantee tag, which bears a 
plain, straight-forward statement that the 
wrench must make good or we will make 


it good. Show that guarantee to your cus- DISTINCTIVE 
MORCO FEATURES 


Made of high carbon steel. Bar milled 
to fit frame—insuring greater thickness 
and gripping surface. This reinforces 


frame and relieves rivet of all strain. 

Teeth hardened by special heat treat- 
ing process—which puts additional wear 
where the tear comes. 


STILLSON WRENCH Springs of tested spring steel. Frame 


semi-steel casting. 


THE ORIGINAL STILLSON PATTERN PIPE WRENCH Ferrules, jaws and end nuts made from 


solid stock. 


MOORE DROP FORGI NG CO. 
Sprin¢field,Mass.US.A 


New York Office Chicago Office London Office Paris Office Brussels Office 
74-76 Murray St 34 N. Clinton St. 27-28 Anning St., E. C. 18 Rue Corbeau 30-34 Rue Locquenghien 


THE ORIGINAL STILLSON PaTTERN PipE WRENCH-THE ORIGINAL STILLSON PATTERN PIPE WRENCH 
a RRA Soy SR a a eh Ae a Ri A MA ARRNRR ES NS TRAN RM 


tomers, it is their protection. Yours, too. 
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from a Man who has S 
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or 17 years I have guaranteed this 





battery with the utmost confidence 


Gentlemen: 


On a mild spring afternoon in 1907, a young 
salesman walked into my store and said, “Mr. 
B , here’s a battery that will drive any 
automobile a thousand times around the town 
—it won’t go dead on your shelves and under 
ordinary circumstances it will ring any doorbell 
for three or four years.” 

Of course I was interested. For in those days 
most of us dealers found selling batteries mighty 
difficult. Customers were few and far between 
and dry cells had a habit of going “dead” on the 
shelves before you could say “Jack Robinson.” 

When the salesman left my store he had my 
order for a barrel of Red Seals. I’d made up my 
mind to try them out. 

Inside of six months I found that Red Seals 
actually did last longer than any battery I had 
ever handled before—I discovered that they sold 
faster—and from that day to this, I’ve been a one 
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hundred percent Red Seal dealer—I’ve never 
sold anything else. 


But what a wonderful change has taken place 
in the battery business since 1907. Year by year 
I have watched Red Seal quality improve. The 
old-fashioned battery filled with ordinary bee- 
hive coke and lined with a plaster wall has dis- 
appeared and in its place has come a new and 
uniform cell capable of giving consistently long 
service, undreamed of in those earlier days. 
Month by month I’ve watched new markets 
open up—battery sales have doubled—tripled— 
quadrupled—with startling rapidity. And when 
the electric starter reduced the automobile market 
for dry batteries— Radio came to take its place. 


In those earlier days I considered two or three 
batteries a week an excellent business. Today I 
usually sell a case of fifty every week. in those 
days I used to hide Red Seals in some out-of-the- 
way corner or down under the shelves. Today I 
have them right up on the counter and in the 
windows where everybody can see them. In 
those days I had never even heard of a turn-over. 
Yet, today, I consider Red Seals one of the most 
profitable turn-over lines I handle. They sell so 
rapidly and require such a small investment, 
they are actually one of the most profitable items 
in my store. 


And another thing that most dealers overlook 






is this: batteries attract customers. They win 
patronage. And every customer who comes into 
my store for a Red Seal Dry Battery is also a 
prospect for the other profitable lines of mer- 
chandise I handle. 

For downright profitable business— year in 
and year out—you can’t beat Red Seals. 
ce J. S. B. (name on request) 


Can you answer “yes” to each 
of these questions? 


If you are not selling Red Seals now, check 
this list of questions against the line you are 

























ww + 


-ver 


mn handling. If you cannot truthfully answer “yes” 

year each time, we have a proposition you will be 

The vitally interested in. 

~s 1. Do you handle an “All-purpose” battery 

ani * do you have to carry two different types to 

wa meet your customers’ requirements? z 
co 2. Do yousella battery that carries the manu- 

cets facturer’s written guarantee, right on the label? 


>j— 3. Do you have to “sell” the battery or do 
hen your customers accept it without question (the 
ket . Way they buy Red Seals)? 
ace, 4. Does the manufacturer go more than half 
way toward helping you 


ree ; 
sell the batteries or does he 


wie forget about it when the , — 

the- goods are shipped? \ 4 Battery Suite | 

wl 5. Does the manufac- . For Every | 

the turer supply useful adver- — a 
In tising for your store so that | 

yer. you can reach prospects 

ost = ght in your neighborhood 

1so and thus help you to build 

ont, | 2More profitable business? 

ms If you cannot answer 


“yes” turn to the next page 
and read about the Red Seal 
90k proposition. 






RED SEAL 


—gq name that com- 
mands respect 


& SS everywhere. 








This Book holds the key to 


successful battery merchandising 


O simple—so obvious—you wonder why 
it wasn’t thought of before. 


A textbook on the retail selling of Dry 
Batteries. Of course, it is just the thing you 
have always wanted. Of course, it will help 
you increase your sales. 


This book contains every fact, every 
worth-while selling idea, we have developed 
after manufacturing Red Seal Dry Batteries 
for over thirty years. 


It is an indispensable aid to dealers. First 
of all it shows you the battery market that 
exists right in your city—and in your own 
neighborhood. Then it shows you the in- 
side manufacturing story. And finally it de- 
scribes in detail the merchandise-selling helps 


a OT i 





provided by the Red Seal Merchandising 
Plan. 


You’ll want to read this book. All your 
salesmen will want to read it. There’s a 
copy waiting for you right now—it will be 
mailed absolutely free of charge if you will 
send for it today. Just write your name and 
address’ on a postal card—we'll do the rest. 

* * + 


Be Specific! Order Red Seals 
and be sure that you get them 


The next time your Jobber’s salesman calls, tell him 
you want “a case of Red Seals and a dozen Sparkers, 
nothing else.’”’ Ask him not to substitute. And then put 
them on your counter and see for yourself just how 
well they sell. 


MANHATTAN ELECTRICALSUPPLY CO., Inc. 
17 Park Place, New York City 
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YALE Door Closers on the doors 
of every American home 


OU have seen the national advertising of Yale Door Closers 

in the Saturday Evening Post, Literary Digest, House & 
Garden, and House Beautiful. You will see more of it in the 
October publications—so will your customers. 

The advertising of Yale Door Closers is making new customers 
for every Yale dealer. People are finding out what a door closer 
means. They are getting acquainted with the comfort, convenience 
and quiet that go with a Yale Door Closer—and you can help 
this educational work—to your own profit. 

There is one door at least in every home that needs a Yale Door 
Closer. Some people want them for the entrance doors. Others 


for the dining room, kitchen, bathroom and storm doors. 

And Yale Door Closers are dependable; they don’t get out of order; they 
are perfect power plants for door control. And they’re built like an engine 
too—with cylinders and pistons and valves and crankshafts and connecting 
rods. Accurately machined and carefully fitted. 

A new booklet is just off the press. Send for it—and for the consumer booklets 
and display material we have prepared to help swell your Yale Door Closer sales. 


The Yale & Towne Manufacturing Co. 
Stamford, Conn., U.S. A. Canadian Branch at St. Catharines, Ont. 


YALE MADE IS YALE MARKED 





Wit AON 
PADLOCKS, NIGHT LATCHES, DEAD LOCKS, BUILDERS’ LOCKS AND TRIN, 
CABINET LOCKS, TRUNK LOCKS, DOOR CLOSERS, BANK LOCKS, PRISON LOCKS 
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HE new ArcoLa Hot Water 

Heating Outfit—a quicker-sell- 
ing ARCOLA—is now ready for ship- 
ment to the trade. 


The new ARCOLA will appeal to 
your customers, because of its fine 
appearance, its enameled jacket and 
its many new scientific features of 
construction. including automatic 


Use our New Plan. Sell 


regulation. Its doors have glass pan- 
els to let the glow of the fire shine 
through; it will ornament the best 
room in the house. It has six big, 
new selling features of fuel-saving 
and convenience. 


More than ever, here is the Ideal 
heating system for modest homes 
—in the living room, trim, clean. 





ARCOLA 
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The New ARCOLA 


thrifty, easily cared for, providing 
healthful radiator warmth in every 
room in the house. 


The United States government 
defines the ARCOLA market for you. 
It estimates that 6'2 out of every 10 
detached houses cost $5,000 or less 
to build—a 65 per cent market for 








] Grey Enamel 


Cover 


made of sheet steel 
witha baked-onenam- 
el surface, attractive 
and as easy to clean as 
a china plate. 


Water- 
surrounded 


Ash-pit 
keeps the heatin; tight 
as a bottle. Air can en- 
ter only through draft 
inlet, therefore is al- 
ways under accurate 
control. 


3 Automatic 
Damper 


built in; no-chains. 
Graduated hand dial 
adjusts for any degree 
of warmth. Saves fuel. 
Even warmth, mini- 
mum attention 








6 Big New Features 





ARcOLA Hot Water Heating Out- 
fits, as yet hardly scratched. 


With this new and improved 
ARCOLA-Parlor on your floor, you 
can clinch sales, for our national 
magazine and newspaper advertis- 
ing is telling 20,000,000 people about 
ARCOLA warmth and comfort. 


















4 Lock-safe 
Fire-door 


when closed, seals 
both combustion 
chamber and ash-pit. 
Prevents wasteful 
regulation. No uncon- 
trolled air can enter. 


Pyrex Glass 
Fire-door 
Panels 


withstand high fire 
temperature and re- 
tain their transpar- 
ency. Give the cheery 
effect of an open fire. 


6 Completely 

Equipped 
comes with enameled 
cover, automatic reg- 
ulator, altitude gauge, 
thermometer, ash- 
pan, and fire tools. No 
extras to buy. 


| Internal 
view of 
The New 

ARCOLA-Parlor 
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full details of the 1924 Arcora Mer- 
chant Plan and the new PARTIAL 
PAYMENT PLAN. It’s a big story 
of broader markets and quicker 
and easier profits. 


ITHOUT tying up your own 
capital, you can now sell Arco- 
LA ON an easy-to-pay plan. Make 
it a point to write us today on your 
letterhead, or ask our salesman for 


AMERICAN RADIATOR COMPANY 


1803 Elmwood Ave., Buffalo, N.Y. Dept. T-202 


on Credit. Get paid in Cash 








Branches in all principal cities 
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GRAY-WICK 
SCREEN WIRE CLOTH 


Dull Finish—Multiple Coat 


Galvanized After Weaving 
Extra Heavy Electro Zinc Coating 
and Enameled with White Varnish, : : 
which Binds Wire together and makes 






































































































































































































































































































































































































































































































a Dull Gray Finish throughout. 
Made from Open Hearth Steel. 
Compare weight of our Screen Cloth 
with other makes. 































































































12 Mesh, No. 33 guage each way 
14 Mesh, No. 33 guage each way 
16 Mesh, No. 33 guage filler 

No. 34 guage warp 
18 Mesh, No. 34 guage filler 

No. 34 guage warp 


Our other Brands Screen Cloth 
Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 







































































































































































































































































Wickwire Brand Hex Nettings 


Galvanized Before or After Weaving 






































Write your Jobber for Full Information and Prices 


WICKWIRE BROTHERS (2: 

































































ENTIRE FACTORY AND OFFICES 
CORTLAND, NEW YORK, U. S. A. 


. ESTABLISHED 1873 INCORPORATED 1892 
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This isthe first of a series 
of pages illustrating and 
describing the many 
superiorilies of Whtico 
Hardware. 
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hitco 











The Easy 
Hardware 











Insures Longer Life to the Sash 


The weak spot—and the place where sag 
is most likely to develop in a hinged sash, 
is at the joint between the stile and the 
rails, on the hinge side. 


A sash fitted with Whitco Hardware has no weak 
point, and it cannot sag, because the heavy brass 
plate which extends across the corner joint at 
the top and at the bottom, not only supports 
both the stile and the rail, but adds to the strength 
and rigidity of the joint between them. This 


brass plate is fastened to the sash by four screws, 
two entering the stile and two entering the rail. 
The weight of the sash is carried at a point well 
beyond the corner joint. 


The diagram above shows this clearly. Study 
it in different positions and you will see how 
Whitco is installed: as it is, at the bottom of a 
casement sash; upside down, for the installation 
of Whitco at the top; and sidewise, for the in- 
stallation of Whitco at the sides of a transom. 


Full information will be sent you upon request. 


WHITCO is sold through the retail hardware trade only. 


This is the second of a series of pages illustrating and d-scribing the many practical qualifications of Whitco 
Hardware, in addition {o its superiorities as a means of operating and controlling casement sash and transoms. 


Retail price, per set, in 
Solid Brass ° : . $2.25 


In Rust-Proofed Steel 
(Brass trimmed) $1 * 75 
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Ne 
Western Office: 
365 Market Street, San Francisco 
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DWARE 
444-447 Mass. Trust Bldg., Boston 


Send all inquiries to nearer office. 
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There [S a Difference in 
Sash Cords 


Samson Spot Sash Cord 





SAMSON Trade Mark Reg. U. S. Pat Off. 

Made of extra quality stock, carefully inspected, and guaran- 
teed free from imperfections of braid or finish. Known for 
over thirty years to architects and builders as the most dur- 
able and economical material for hanging windows. 








Phoenix Sash Cord 





PHOENIX 
Trade Mark 


Even running, smooth, firmly braided, and free from the promi- 
nent imperfections seen in other low-priced cords. 
Sachem Cord—More uniform in quality than other very low- 
priced cords. Sold at net weight, like all our cord. 





These sash cords do not contain the large or heavily loaded centres found in some 
cords, which increase the weight and decrease the wear. Even the Sachem cord 
will wear at least twice as long in running over pulleys as the best loaded cord. 


Before buying sash cord, ravel the end and look at the 
centre 


We manufacture braided cord of all kinds, sizes, colors and qualities, for all 
purposes, including sash cord, clothes lines, dumb-waiter rope, masons’ lines, shade 
cord, awning lines, garden lines, etc., also cotton twines. 


Send for catalogue and samples. 


SAMSON CORDAGE WORKS, Boston, Mass. 
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AMERICAN BRAND 


Screen Wire Cloth 


American Brand Screen Wire Cloth is woven on modern steel power ait: 
looms of wire specially drawn and tempered for the purpose. The com- iii, Stet: 

bination of proper equipment, good materials and excellent workman- 

ship, produces cloth of even mesh and good selvage. A rigid inspection 

system is maintained so that nothing that is not first-class leaves the 

mills. All cloth when shipped is wrapped in 90 lb. stock of kraft paper 

with labels on both ends, the labels being reinforced to insure delivery 

in good condition. Each kind of cloth has a different colored label in 

order that each may be easily distinguished. 


American Brand Painted Screen Cloth. Not only the quality of the paint 
mixture, but our methods of application have been improved from year 
to year, and our painted cloth is recognized as second to none in quality. 
A thick elastic non-porous coating of paint is applied to the cloth, and 
there is a good bead where the wires cross, the cloth being dried in the 
paint tower at a very high temperature. 


American Brand Galvanized Cloth. This grade is made of wire Galvan- setae 

ized before weaving by the hot process. It has a bright finish and so far Sigua “ 
as this particular type of cloth is concerned, there is no better grade pro- Sees 

duced. 


American Brand Galvanoid Cloth is heavily electro-zinc-coated after 
weaving by our modern electric process. After this the cloth receives a 
covering of transparent varnish which is baked on. Being galvanized 
after weaving, the zinc tends to bind the wires together. The attractive 
coating is scientifically applied, and Galvanoid is known for its great 
durability, firmness and attractiveness. 


American Brand Bronze Cloth. The demand for this grade has grown by 
leaps and bounds because the consumer has recognized its ultimate 
economy. If screens are wired with American Bronze and properly cared 
for, they should last as long as the frames which hold them. American 
Bronze is produced of wire 90% pure Lake Superior Copper and 10% 
non-corrosive alloy. It is made in two colors, bright and antique. On 
account of its greater durability and firmness, it is superior to so-called 
pure copper grades which can usually be purchased at a lower price. 


AMERICAN WIRE FABRICS CORPORATION 


SUBSIDIARY OF 
WICKWIRE SPENCER STEEL CORPORATION 
General Offices: 41 East Forty-second Street, New York 
Western Sales Office: 208 So. LaSalle Street, Chicago 


WORCESTER BUFFALO PHILADELPHIA DETROIT 
LOS ANGELES SEATTLE 
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TRADE MARK 


6 Fences 


11.2508 WN SULATED AGAINST RUST 
(gu1®F 40% 10 100% MORE ZINC 


AMERICAN, ANTHONY, NATIONAL, ELLWOOD, ROYAL, U. S. 


MORE THAN DOUBLE HEAT TREATMENT in zinc bath, the only proper way to 
give thicker coating, in connection with 


PERFECTED DRAWINC THROUCH OUR DIES BY THE MOST SKILLED WIRE 








DRAWERS IN THE WORLD, PRODUCING SMOOTH, ROUND SURFACE WITH- 


OUT RIDCES, TO WHICH ZINC IS EVENLY AND INSEPARABLY APPLIED. 


Reduces fence cost per year. Absolute security against hardest use. 
THE ZINC INSULATED PROCESS ADVANCES QUALITY TO THE LIMIT OF 


FENCE ENDURANCE POSSIBLE TO ATTAIN BY PRESENT KNOWN METHODS. | 


a WIDEST ADVERTISED AND BEST SELLING 
FENCES ON THE MARKET 
tt 


Write us for selling details 


ARROW STEEL FENCE POST 





Built like a railroad rail. Remarkable stiffness and durability. 
Has sprung into immediate popularity. Extensively advertised. 
Write us for selling plans and literature. 


Nails, spikes, tacks. 
Barbed—our celebrated 
brands Ellwood Clidden 


American Glidden 
American Special 
Waukegan Lyman 
Ellwood Junior 
Baker Perfect 


Bale Ties. Telephone. Reinforcement. 
WE STAND BEHIND DEALERS FOR PROMPT QUALITY SERVICE. 


AMERICAN STEEL & WIRE COMPANY 


Chicago, New York, Boston, Cleveland, Pittsburgh, Denver, Dallas 
U. S. Steel Products Co., San Francisco, Los Angeles, 
Portland, Seattle 










Every kind for every pur- 
pose, in every form and 
every finish. 











Arrow Steel Post 
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All Purpose Baskets 
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RE a wonderful piece of goods—Think of the 
enormous field of prospects you have as 
probable buyers. 


UNION All-Purpose Baskets are all-steel, elec- 
tric-welded, very light and strong. Handsomely 
finished either green or white enamel. 


We have a simple plan worked out for the hard- 
ware dealer on “How to Display and Sell 
UNION All-Purpose Baskets and Racks.” We 
urge you to write us about it or ask your jobber’s 
salesman. 


It involves no expense, no rearrangement, and re- 
quires a very little of your time. And it will se// 
—we ve tried it. 


“‘Largest Rack Factory in the World”’ 


UNION STEEL PRODUCTS CO. Ltd. 


ALBION, MICH. U.S.A. 
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UNION’ All-Purpose Baskets have 
dozens of uses and the demand is 
universal. Show them tnd you’ll sell 






























Write for ‘‘Hardware Cata- 
log No. oo -. illus- 
trates an escribes our . 

‘‘Well displayed—half sold’’ is as true of UNION All-Purpose 
complete high grade line. Baskets as at Woolworth’s—and just as profitable. 
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Ladd Egg Beater Philosophy 
Value Governs and Dictates the Price 


HANDLES AS ON NOB. That’s basic economics. LADD BEATER No. 00, 50c 
= ~ East, 55c West, shipping September 25th, will go in IN- 
a DIVIDUAL HOLLY CHRISTMAS BOXES if so speci- 
Pe Fo & fied, at NO ADVANCE IN PRICE—NOT at $1.00 each, 
though the largest selling good egg beater. People measure 
VALUES and pay THEIR price, no more, no less—nine out 
of ttn KNOW VALUES and buy on THEM; few are fooled 
by hot advertisements, abnormal selling efforts, etc., to forget 
VALUES. The PRICE OF EACH OF FOUR SIZES 
OF LADD BEATERS is their VALUE. 


LADD MIXER CHURNS-— sizes, | quart and 2 quart 
—are THREE UTENSILS IN ONE and beyond any 
question superior to any such items made anywhere in the 
world. Their beauty and utility make them excellent Christ- 
mas gifts and all kinds of stores handle them. The LADD 
ALL STEEL KITCHEN BEATERS are removable for 
use outside; thus no use buying separate mixer and kitchen 
beater; as General Kitchen Mixers these have no equal, as a 
Butter Churn and Merger they are simplicity itself. ‘Table 
clamps are desirable. 


SATURN REELS finished nickeled only and nickeled 
and polished. Now shipping in HOLLY CHRISTMAS 
BOXES and many tell us nothing is more desirable in the 
home than these reels. So handy—simply wind them up into 
dust tight steel shell and keep line always clean. Hang ona 
nail anywhere in bathroom, kitchen, attic, basement, porch, 
etc. Every merchant featuring Christmas should have some. 


CRAGO CLUTCH TRAP No. 4” spread of jaws is 
at lat THE PERFECT ONE. Some call it the “human 
trap” as arms operate like man’s. It insures perfect action 
and SURE CATCH—extremely high catch. Weighs one- 
half as much as usual traps and operation is very simple. 
Finally on the market after four years’ trial with professional 


trappers and every store will find it desirable. Marketed at 
PROTECTED PRICES. 


Complete CAN OPENER LINE with some new features—now 
shipping. 

Here you have items of most GENERAL USE, all ina CLASS OF 
THEIR OWN. No knick knacks or jim cracks ; good, solid, well made 
substantial goods you may be proud to sell; thus PROFIT AND SAT- 
ISFACTION result. Keep ample stocks. Order immediately for the 
better business ahead. 


JOBBERS THE WORLD OVER AND US 


















United Royalties Corporation 


1133 Broadway, New York City 
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All grades of wire cloth, from the finest weave to the heaviest, come 


from the looms of the Wickwire Spencer weaving mills. Whatever 
your requirements may be, the production departments of these plants 





will serve you promptly and in complete compliance with your 


specifications. 


: AMERICAN WIRE FABRICS CORPORATION 


Subsidiary of WICKWIRE SPENCER STEEL CORPORATION 

| General Offices: 41 East Forty-second Street, New York 

Western Sales Office: 208 South LaSalle Street, Chicago ‘. 
3 WORCESTER BUFFALO PHILADELPHIA DETROIT SAN FRANCISCO LOS ANGELES SEATTLE 
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Everywhere — More Champion Lamps 


Every home in your town offers the retailer an opportunity for the 
sale of more Champion Lamps. For each spot from the front door to 
the smallest closet in the house there is a Champion Lamp, designed for 
the special purpose and guaranteed to give a long and brilliant life. 
Display Champion Lamps in your window and on counters and be ready 
for the heavy business this fall. Champions give the retailer a big 
profit and satisfy every householder. 


\ The stores, offices, factories, schools and hospitals in your town 
\ are large users of lamps. Protect your reputation and sell them Cham- 
} pions. Attractive advertising material free for the asking. 

j 

/ 


CONSOLIDATED ELECTRIC LAMP CO. 
a a DANVERS 208 MAPLE STREET 


The 
White Champion 


\ 





' 
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L. J. Price, 
Wholesale 
Distributor of Liberty 
at Waukegan, Ill., and 
a few of his Liberty 
Boy Salesmen 





Every merchant benefits 
- directly from the rapid success and 
unparalleled popularity of LIBERTY 


There are two reasons for this: 


1—LIBERTY’S circulation is growing by the thousands due to an 
enthusiastic organization of boys such as those pictured. These 
boys sell LIBERTY every week to the people who are your custom- 
ers. This means that the products advertised in LIBERTY are the 
ones out of which you can get a quick and profitable turnover. 


2—The arrangement of the pages in LIBERTY gives advertising a 
greater opportunity of being seen and read. Every advertisement 


is opposite a page of reading matter. They are not bunched to- 
gether in the back of the book. 


This is another reason why LIBERTY ad- __ vertising your customers are interested in, 
vertised products are quick sellers. but because you will like its features. 


LIBERTY is an interesting weekly. You will | Lookupthemagazinedistributor in your city. 
want to read it yourself not only towatch Youcangetacopy from him, he will tell you 
for the advertising of the products, the ad- §howmanyofyourcustomersreadit regularly. 


Liberty 


cA Weekly fer Everybody 





Fiction - Articles - Advertising - News-Pictures - Fashions - Patterns - Sports 





ow) 
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Saunders Norvell’s book, now being issued by 
Hardware Age, devotes much attention to new 
stocks, revised stock and the stock problem. Its 
treatment of this subject is clear and helpful. It 
includes some of the finest fundamental informa- 
tion that has ever been available for you hardware 
men. And as a hardware man, whether young or 
full of experience, you will welcome the sound 
value and seasoned knowledge that Mr. Norvell 
has put into the chapters of “FORTY YEARS OF 
HARDWARE.” 
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In building up an old established store or a new 
retail hardware business, stock is the foundation 
of the business. In such an important matter, the 
wise merchant seeks the advice and experience of 
able men. 


TTA 


Throughout this interesting chronicle of the 
hardware business there is the solution of many 
merchandising problems and suggestions that 
should be read by every merchant before buying 
stock. His advice and assistance will point out 
| | many of the things to avoid in this first important 
SS step. 


Saunders Norvell 











Woven into these practical considerations are 
traditions of our own country. Mr. Norvell graph- 
ically takes you back to pioneer days—describes 
conditions and introduces you to men who have 
helped in the making of the hardware business. 


If you contemplate opening a new store or intend 
to clean out old stock for new, be guided by expert 
opinion. Read Norvell’s “Forty Years of Hard- 
ware”! If you would enjoy an instructive review 
of your own business and spend hours of pleasant 
and profitable reading, “Forty Years of Hardware” 
should be in your library! 


Advance orders are already on file for several hundred 
copies ranging from single volumes up to as many as fifty 
from one concern. 


Do not run the risk of wanting Norvell’s information and 


hours of reading and not having your copy. This book is 
good for years to come! GET IT! 


$3.00 per COPY ORDER AT ONCE 


It stands alone—the most intensely human chronicle of che 
hardware business ever written. 


HARDWARE AGE, 239 West 39th Street, NEW YORK 
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Remington’s 


Prize Window Display Contest 


Date: Remington Spertemen's Week, October 13th to 
18th, 1924. 

2. Striking window display material, in full color will be 
furnished FREE — transportation prepaid — by Remington 
Arms Co., Inc., to dealers who desire to enter this contest, 

3. Any dealer who uses this FREE material may compete. 

4. Each contestant (dealer) must furnish a photograph of 
his window display to Remington Arms Co., Inc., on or before 
November Ist, 1924. 

5. Each photograph to have the name and address of the 
dealer and the population of his town printed or plainly 
written on the back of the photograph. 

6. Windows will he judged by: 

Mr. Llew Soule, editor, Hardware Age, New York N. Y. 

Mr. Rivers Peterson, editor, Hardware Retailer, Indian- 
apolis, Ind. 

Mr. J. G. Taylor Spink, general manager, The Sporting 
Goods Dealer, St. Louis, Mo. 

7. All photographs to be addressed and mailed to Depart- 
ment “A,” Remington Arms Co., Inc., 25 Broadway, New 
York, N. 'Y. 

8. The judges will begin considering the photographs on 
November ist, 1924. 

9. Awards will be made on or about December Ist, 1924. 

10. Checks and awards to each contestant will be mailed 
as soon as the judges have made final decisions. 

11. The names of all contestants will be published in the 
trade journals and “THE LION’S SHARE.” 

12. The photographs of the window displays will be judged 
solely on the basis of merchandising values—regardless of 
whether the dealer considers the photograph of his window 
display good or bad—regardless of the size of the window in 
which the display is made. 

13. Make a window display of sportsmen’s, hunters’ and 
trappers’ goods, using Remington’s FREE window display 
material, have a photo made and mail it to Remington Arms 
Co., Inc., on or before November Ist, 1924, and you will re- 
ceive a CASH PRIZE OR AN AWARD. 

14. The $5.000.00 in cash, given away as prizes will be 
divided as follows: 


$500 Grand Prize $500 


The Grand Prize—$500.00—in cash, will be awarded to the 


trappers’ equipment or Remington’s free window display 
material during Remington Sportsmen’s Week, October 13th 
to 18th, 1924, and sends in a photograph of his window dis- 
play on or before November ist, 1924. The Judges will make 
their award in this instance covering points of originality, 
trade-pulling value and attractiveness. This prize is open to 
all contestants throughout the United States. The winner 
will not participate in any of the other Cash Prizes or awards 
in this contest. 


First Group—Cash Prizes and Awards. 


Cash prizes and unique awards for retail dealers in towns 
with a population of 5,000 and under: 


I alles a es anes - 00 
tt. Mis ide os eudeenteoeod eos 100.00 
a Se er er 50.00 


50 prises of $10.00 each 
120 prizes of 5.00 each 


Second Group—Cash Prizes and Awards. 


Cash prizes and unique awards for retail dealers in towns 
with a population of from 5,001 up to and including 10,000. 


De. Bc cdcecesesosesoes oneeeée a 00 
St Me. 66e6nne8ededeeoeeee oon 0 00 
ee S60 0-06 0c-0000 baweewee oveee 780. 00 


50 prizes of $10.00 each 
120 prizes of 5.00 each 


Third Group—Cash Prizes and Awards. 


Cash prizes and unique awards for retail dealers in towns 
with a population of from 10,001 and over. 


i - rrr rrrrrrreer rrr re ee $250.00 
2nd prigze...... sledneeeeeeebedeoens 100.00 
ee, Ss wnt ade dneenecedueeeeeve 50.00 


50 prizes of $10. 00 each 
120 prizes of 5.00 each 


TOTAL—$5,000 


15. A Cash Prize or a unique award will be given to every 
Remington dealer who makes a Remington Window Display 
of hunters’ and trappers’ equipment or Remington’s FRE 
window display material during Remington Sportsmen’s 
Week, October 13th to October 18th, 1924, who will have a 
photograph of his window display made and mailed to De- 
nh “A,” Remington Arms Co., Inc., = Broadway, New 


retail dealer who makes a window display of hunters’ and York, N. Y., on or before November ‘1st, 1924 


Secure Full Information from the Colored Supplement of “THE LION’S SHARE” 
REMINGTON ARMS COMPANY, Inc., 25 BROADWAY, NEW YORK, N. Y. 
EE SETS VR eee RR RR 
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WINSLOW S 
Skates 


THE BEST ICE AND ROLLER SKATES 





















Numbers 
301% and 38% 














Be Ready for the Holiday Trade 


Order your ice and roller skates for the 
coming season now and be ready for the 
holiday trade. 


The Winslow line always represents the 
most popular and best sellers. 


And the same good quality which has 
made friends for Winslow’s Skates since 
1856 is holding old, and making new cus- 
tomers for Winslow’s Ice and Roller Skates 
to-day. 


Send for latest Catalogs. 











Numbers 


30 and 38 


























THE SAMUEL WINSLOW SKATE Factory and Main Office 
MANUFACTURING CO. WORCESTER, MASS. 
New York Sales Office and Warehouse 


34 Warren Street 


Pacific Coast Selling Agent 
PHIL. B. BEKEART CO. 
717 Market Street, San Francisco, Cal. 


Southern Representatives 
HENRY KEIDEL & CO., Inc. 
405 W. Redwood Street, Baltimore, Md. 


Stocked and Sold by 
British American Export and Import Co. 
8 Long Lane, Aldersgate St. 
London, E. C. 


GENERAL SELLING AGENTS FOR ADELL AUTOMOBILE JACKS 
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The live hardware 
dealer says: 








“T Scan The Index Numbers— 


BOSTON 
WOVEN HOSE & 
RUBBER CO. 
Cambridge, Mass. 
Makers of these famous 
brands of Garden Hose 
BULL DOG, 
GOOD LUCK 

and MILO 
Also 
Good Luck Jar Rings 


Good Luck Hose Washers 
Bull Dog Friction Tape 


“* Like every other modern merchant 
I follow closely the figures put out 
by the statistical experts. The new 
index numbers forecast a prosperous 
winter. 


‘But I have an invaluable forecast 
of prosperity of my own. ‘When 
people ask for high quality goods I 
always know that good times are on 
the way. 


‘‘Present indications are that I shal] 
need a big stock of BULL DOG 
hose next spring.’”’ 
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GQ TARRETT Advertising never lets up. You can 
count on it—year after year—just as you can count 
on the steady demand for Starrett Tools. write for Catalog No. 93 «4° 


THE L. S. STARRETT Co. 


WVorld’s Greatest T 
. atest Too bers—] nites Vas 
oolmakers—Manufacturers of Hacksaws Unexcelled 


ATHOL, MASS. 


Starrett Tools > 





























































UU QNNVAUNOOUEOTSQUGUNADEOSQQ0E0Q0N0000008000002008000058000008000004000NNLqNN8GsENNsunsqiggen4UnNGuanuN ft 








FOUNDED 1855 


hlardwar 


239 WEST 39TH STREET, NEW YORK CITY 
( Printed in U. 8. A.) 


GEORGE H. GRIFFITHS, GENERAL MANAGER LLEW S. SOULE, EpiTor 
Associate Editors: CHARLES DOWNES, D. J. WITHERSPOON, CHARLES J. HEALE 


Resident Editors: D. M. ANDREWS, Chicago; F. L. PRENTISS, Cleveland ; GERARD FRAZAR, Boston; G. F, TEGAN, Pittsburgh ; 
J. E. MCDONALD, Cincinnati ; EF. S. SMITH, Minneapolis 











Published every Thursday by the Iron Age Publishing Co., 239 West 39th Street, New York City—F. J. FRANK, 


President and Treasurer; GEORGE H. GRIFFITHS, Secretary 4 
BRANCH OFFICES SUBSCRIPTION | PRICE * 
Chicago, 1507 Otis Building United States, 1 year, $3.00; 2 years, $4.00; 3 years, 
Pittsburgh, 1002 Park Building $5.00 ; Canada, 1 year, $4.00: Foreign, 1 year, $6.00 
Boston, 425 Park Souare Building Single Copies: 25c. each 
= aoe owe — pte epg es Subscription remittance should be made by Check, 
Cleveland, 538 Guardian Building Ay « . wo : 
ete : , Tati ee en 98 Post Office Money Order, Express Money Order or 
Cincinnati, 904 First National Bank Building Bank Draft avable to H TARE AGE. New York 
Detroit, Basso Building, 7338 Woodward Ave. a Se ee ee won 
San Francisco, 320 Market Street Entered as Second Class Matter May 22, 1913, at 


New Orleans, Room 444, 927 Canal St. the Post Office at New York, New York, under the 
London, England, 11 Haymarket, S. W. 1 “ Act of March 3, 1879 


Owned by the United Publishers Corporation, 239 West 39th Street, New York Citv—CuHarLeEs G. PHILLIPS, President: 
A. C. PEARSON, Vice-President; F. J. FRANK, Treasurer; H. J. REDFIELD, Secretary 





HARDWARE AGE is a member of Audit Bureau of Circulations. the recognized authority 
on expert circulation examinations. Member of the Associated Business Papers, Inc. 





Copyright, 1924, by the IRON AGE PUBLISHING CO. 








CONTENTS 


October 2, 1924 


aie 


I i gy gy lia ees while.» olmw od ae 
How the Local Factories Boosted Levey’s Tool Sales................. 44. 


How the Martin Hardware Company Turns Its Tire Stock Five Times a 
WP Seas Fa ah hk coa tee errr ee eee ees + 


NS ay Aig Sa ae Ore Ria 9. & 04: 
Are You Guessing? By Saunders Norvell ....... 


CRISS Sat ES ener ER 30 
Tomorrow's Business Man. By Edward W. Bok ................... 5] 


tba od Sass eb aieak Sa baa Seed 23 
Steel Corporation Abandons “Pittsburgh Plus” ........ bck aolaeinls x: 
ee es eS OT 


se Wee eee is tocbenss Sa 
A Main Street Store and Razor Cartridges ....... 73 


Writing Your Own Advertising..... 


Washington Information ................... 


Current News of the Trade 


General Market Information.................... 











ONT ii HL TT 


41 





HARDWARE AGE October 2, 1924 





The 
Main Support 


in 
BARN DOOR HANGING 








No. 77 National 
Storm-Proof Door Hanger 


The successful opening and closing of barn doors was once 
a test of strength. Many of your customers remember— 
not so long ago—when it took a lot of patience to perform 
this simple operation. 


The No. 77 Storm-Proof Hanger is a radical departure from the old-fashioned method of barn- 
door hanging. 

It is substantially built of heavy gauge steel—simple in operation and easy to install. There 
are no complicated parts—nothing to get out of order. The flexible hinged joint feature is clearly 
shown in the illustration. This feature permits a wide out-swing in the event of anything bumping 
against the door. When hanging straight down there is no vibration. 

The hangers provide a firm overhead support and ample strength for carrying the heaviest doors. 


Natienal 


Illustration below shows 


This new method of attaching efficient 
storm-proof hangers has met with instant ap- 
proval wherever shown. Thousands of barn 
owners are keenly interested in its many 
features. 

Dealers have found it profitable to feature 
the NATIONAL line. 

You owe it to yourself and your customers 


the Improved 
Storm-Proof Rail used with No. 77 Hanger. 
It is tightly fitted against the wall of barn and 
requires no brackets or other support. It is a 
continuous bracket in itself. Exceedingly 
strong and well made. Cover can be removed 
at any time for painting—a great convenience. 


to investigate. 


We sell to the Dealer direct. Write 
for details of our policy. 


We will be glad to mail you a copy 
of National Catalog. 


NATIONAL MFG. CO. 
Sterling, Illinois 
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Red Letter Days 


Monda : O* this day the Automobile Accessories Branch of the 
National Hardware Association of the United States 


Oct. 13 opens at the Hotel Shelbourne. The first meeting will be 
held at 10 a. m. The afternoon will be given over to the 
exhibition of products by automobile accessories manufac- 
turers. 


HE Automobile Accessories Branch will hold the center 
Tuesday of the stage during the day at the Hotel Shelbourne. 


O ct ] 4 At 8.45 p. m. the conventions will be formally opened at a 

° joint session of members of the American Hardware Manu- 

facturers Association and the National Hardware Associ- 

ation of the U. S. at the Marlborough-Blenheim. Presidents 

Black and Heitmann will address the conventions and gen- 
eral discussions will follow. 





| N the morning both associations will hold executive ses- 
W | sions. In the afternoon a joint.session will be held by 

ednesday | the manufacturers and jobbers. The general topic of dis- 
Oct. ] 5 cussion will be, “‘_How can we effect economies in distri- 
bution?” 


| 
On the same afternoon there will be a special meeting of the 
Metal Branch. 


O ct 1 6 tive sessions and in the afternoon there will be open 

. meetings of industrial groups of the American Hardware 
Manufacturers’ Association in which the jobbers will par- 
| ticipate. 


Thursday | T HE morning of the sixteenth will be devoted to execu- 
| 


F id N the morning of the seventeenth the conventions will 
Yl ay be closed following executive sessions. 


| 
| 

Oct. i7 During the evenings special entertainments will be held by 
| both associations. According to advance reservations a 
| large attendance is expected. 


4:5 
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elling the Local Factories 
Boosted Levey’s Tool Sales 


EALIZING the _ potential tool 
R market among Detroit’s automo- 
tive plants, Harry Levey started 

a hardware store fifteen years ago and 
specialized in having high grade tools, 
in large quantities, ready for immediate 
delivery to any of Detroit’s plants. He 
started at scratch, worked hard, gave 
honest service, visited every factory in 
town, solicited the tool business of each 
and lived up to all promises concerning 
quality and delivery. This was not easy, 
for the automotive industry was grow- 
ing so fast it required immediate ser- 
vice on all the tools it bought. For ex- 
ample, Monday might be an _ or- 
dinary day in a certain plant. Along 
comes an order for a large shipment of 
parts or complete cars. Two hundred 
extra men would be put on. Tools must 
be bought, good tools, and must be de- 
livered in a few hours, so that produc- 
tion would not suffer. Through filling 
this real need in a large city the Levey 
tool business has grown until last 
year’s approximate sales were $350,000. 
The stockholders of the Wickwire 


important phase of the firm’s tool trade. 
Its retail sales in plasterers’ tools, 
masons’ tools and tools for other trades 
is large, but not in proportion to the 
other end. The main sales floor is de- 
voted to tools, fishing tackle and shelf 
hardware. The second floor has the 
complete sporting goods department 
and the office of M. E. Greenblatt, sales 
manager. The tool stock room covers 
the entire third floor. 

Greenblatt’s -office is not inclosed. It 
contains three telephones, two girls and 
the three necessary desks. This sales 
manager is a hard man to see; he must 
handle the business which comes inces- 
santly over the three phone lines. While 
he takes down an order on one phone 
the girls hold calls on the other wires— 
such is the pace of this trade. 

We had a noontime appointment with 
Mr. Greenblatt and arrived 30 minutes 
ahead of time and heard him in action, 
swinging from phone to phone taking 
down orders, quoting prices, repeating 
order numbers, and stating time of de- 
livery. Coming up the stairs we heard 


him say: “Hello, Studebaker, 10 dozen 
bumper hammers, 6 dozen specials, 10 
dozen nail sets, order number 528,967 
—R.” The girl on his left handed him 
another phone and he continued: “Yes, 
Fisher Body, 1 gross chisels, No. 9, 6 
dozen files, fine; 6 dozen special ham- 
mers, order number 90,857. Must have 
them this afternoon? O.K. Our truck 
will bring them over at 3 o’clock.” Then 
the third phone was handed over by the 
second girl and a similar string of items 
noted in dozen lots. This kept up until 
a few minutes past noon. 

Mr. Greenblatt took us for a hurried 
trip through the third floor, where we 
saw 100 gross of nail sets; 2000 dozen 
hammers of one number; 200 dozen 
calipers; 1000 dozen each of three 
models of chisels; more than 150 dozen 
each of hand saws in each available 
number. So on down the line there 
were all manner of mechanics’ hand 
tools, in large quantities. Mr. Green- 
blatt tells us that there is no grief in 
the tool trade and that the factories 


pay promptly. 
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ERSONAL solicitation of commer- 

cial users together with the use of 

10 road signs and constant atten- 
tion to sales possibilities have enabled 
the Martin Hardware Co., Mansfield, 
Ohio, to turn a large tire and tube 
stock five times a year. The photo of 
the tire rack display affords a very 
clear idea of a sample of average tire 
stock. The tire and tube section comes 
under the wing of Percy Peck, manager 
of the firm’s complete auto accessory 
department. It is Mr. Peck who han- 
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In This Article We Tell You 


How the Martin Hardware Co. 


Turns Its Tire Stock Five 


Times a Year 


dles the personal calls on the garage 
trade, the butcher, the baker and can- 
dlestick maker, as well as the local fac- 
tories, to interest them in buying their 
tires and tubes from the Martin Hard- 
ware Co. 

Mr. Peck sells tires on the basis of 
satisfaction guaranteed and does not 
promise stated duration or definite 
mileage. He informs all buyers that 
the company handles a line which it is 
proud to boost and which it believes of- 
fers a good investment for the motorist. 


In selling the car owner the tire and 
tube are sold as separate items, yet 
Mr. Peck always pushes for a sale on 
both at each instance. He does not ad- 
vocate the practice of making a com- 
bination price for both pieces. He ap- 
peals to the buyer on the principle of 
investment, saying to the stubborn 
buyer who has already purchased a 
shoe: “You surely will not sacrifice a 
$22 shoe for the sake of a mistaken 
saving of $2 which should be invested in 
a tube.” Whenever a motorist talks 
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tires to this manager or his assistant 
the thought “carrying a spare tire 
mounted on a rim ready for use,” is 
sold. 

It is often necessary to mount a tire 
and put it on the wheel for a customer, 
particularly a woman buyer. In such 
cases this service is given cheerfully 
without extra charge. The installation 
is not featured nor offered unless it ap- 
pears necessary to clinch a sale. A com- 
plete tire mounting equipment is handy, 
but not in plain view. The attempt is 
made to sell tires and tubes as merchan- 
dise. 

The largest part of Martin’s tire 
trade is with so-called commercial 
users. These people buy in dozen lots 
and you can afford to solicit their trade 
and make a discount based on quantity. 
Mr. Peck tells us this trade requires in- 
tensive cultivation. He recalls making 
a round of 150 calls one week. In all 
these visits he did not receive a single 
order. Within thirty days, however, 40 
to 50 per cent of the same 150 sent in 
orders, the minimum being for two tires 
with tubes. 

Commenting on the commercial user 
Mr. Peck says: “You must remember 
that efficient delivery systems are basic 
requirements for local merchants in or- 
der that they may retain their trade. 
In towns such as Mansfield the stores 
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must make truck shipments to the out- 
lying districts. To heep up efficient 
truck operation all four wheels of each 
truck must be equipped with tires and 
tubes in excellent condition. These 
people cannot afford the delays which 
come with wornout tires. They must 
remove the uncertainty of old equip- 
ment. You have little difficulty in sell- 
ing them on the idea of first class tire 
equipment. 

“Records should be kept, indicating 
average monthly runs of the trucks, 
last purchase of tires, number of trucks 
operated, type of truck and tire size re- 
quired for each customer. These data 
will be very valuable when calling in 
person or on the phone for tire business. 
You can just about estimate when a 
company is due for new tires if you con- 
sult your records regularly. 

“The commercial user is usually a 
prompt payer on his tire bills, but it 
is always wise to watch your credits 
in any line. We do not have any grief 
over these buyers and believe that 
every hardware merchant would find a 
tire department very profitable if prop- 
erly run. Sixty-five per cent of our tire 
business is got by solicitation, which 
is a good indication of the importance 
of such methods in selling this line. 
Mansfield is on the Lincoln Highway. 
Our 10 road signs bearing the picture 


October 2, 1924 


of the tire, its name and our name at- 
tract a reasonable amount of transient 
business, but the signs also remind our 
regular trade that we are ready to 
serve them in tires and tubes.” 

The road signs are painted in a dis- 
tinctive blue and gray combination. 
They. appear to be odd sized and are 
placed in prominent places on the high- 
ways which pass through to and from 
Mansfield. Newspaper advertising helps 
interest new prospects. Martin Hard- 
ware Co. does not sell gas from a curb 
pump, but it does handle lubricants in 
sealed cans and drums. This is also 
sold as merchandise. Customers are 
told that if they bring the empty gallon 
oil can for refilling there will be an al- 
lowance made. Bulk oil is used to re- 
fill the can and the price is naturally a 
little lower. The repeat business on 
oils and greases is a heavy item with 
this department. Motorists when once 
sold on a good lubricant are easily kept 
sold by the dealer. This repeat demand 
brings them back into the store. They 
see the Martin tire stock. Peck has an 
opportunity to talk tires and tubes and 
never misses a chance to do so. 

To the rear of the tire section, as 
shown in the picture, you will note a 
bumper display. The tire mounting ma- 
chine is directly behind this bumper 
rack. 














Mr. Thomas on “Fraudulent Builders’ Hardware Specifications” 


Mr. LLEw §S. SOULE, Editor, 
HARDWARE AGE, 
New York, N. Y. 
My DEAR Mr. SOULE: 

On page 44 of the Sept. 18 HARDWARE AGE there is 
staged an interesting dialogue under the sensational 
head lines “Fraudulent Builders’ Hardware Specifica- 
tions by Architects and Contractors Gross Injustice 
to Hardware Retailers.” The condition depicted is, 
to an earnest salesman, tragic, but if the salesman 
believes the motives for the condition it is, indeed, to 
him, fatal. 

If a salesman believes these men are “dishonest, un- 
just and fraudulent” he is beaten before he begins. 

Most Builders’ Hardware Salesmen are familiar 
with the fact that the amount of money that should 
be spent for hardware for a building is frequently un- 


derestimated by Architects, Builders and even owners, 


but it is not commonly believed that the underestimate 
is made “knowingly, dishonestly, and with intent to 
defraud.” It is difficult to see any reason why a man 
should specify $300 for hardware when he very well 
knows he will have to pay $800. It is not uncommon 
to find these underestimates, but I believe they are 
made because of ignorance of hardware values. If 
this is so, why quarrel with the man and call him un- 
pleasant names? He is a prospective customer, and 
needs the assistance of one who knows hardware and 
its value. It should be the work of a hardware sales- 


man to see him and get him interested in the kind of 
hardware appropriate for his building. Demonstrate 
to him that such hardware has a value above the 
amount he has specified. If the salesman shows good 
judgment in his selections and presentation he will 
probably win the confidence of the buyer—be he 
Architect or Builder. The result will be a sale, and 
the next time an estimate for hardware is to be made 
the salesman’s expert advice will likely be sought and 
followed. 

Architects are quite human, and usually are very 
glad to avail themselves of the expert advice of mate- 
rial men whose judgment they have learned they can 
trust. 

So the thing to do is to get out and make the per- 
sonal acquaintance of each one of these erring men. 
Teach them to want good hardware suited to their 
buildings. Teach them the value of such hardware. 
That you expect to make a reasonable profit on the 
goods you sell is a matter of course, you are entitled 
to it, and no doubt the buyer will feel the same way 
about it. 

If the situation is approached from this angle I am 
convinced the sun will show through and life will 
be again worth living. 

Pardon the liberty I have taken with your publica- 
tion. 

Yours truly, 
W. N. THOMAS. 
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Brooms! 


NUSUAL things attract unusual interest. 
U Brooms are not unusual. But the Boyd 

Hardware Co., Spartanburg, S. C., sells 
them in an unusual way. Mr. Boyd believes 
in special sales every once in a while because 
he is able to attract customers away from the 
main highway to visit his store. The Boyd 
Hardware Co. is not on the main street. But 
when it holds a special sale the street on which 
it is located becomes one of the main streets of 
Spartanburg. 



































For instance, Mr. Boyd held a special broom | 
sale a few months ago. Brooms were put up | 
all over the front of the store, suspended from 
wire between two telegraph poles across the 
center of the street and stacked in the store 
windows and on either side of the store near 
the door. The sale attracted people from all 
parts of the town and from the surrounding 
country-side and was eminently successful 
both as an advertising proposition and as a 
special sale. | 





Mr. Boyd occasionally holds an aluminum 
sale at which he offers two articles for $1.29 
and a third for lc. He calls this his one cent 
sale, and it has been successful in attracting 
trade and making friends. 


Mr. Boyd has a large number of farmer cus- 
tomers. He has his own ideas about develop- 
ing the farmer trade which are somewhat dif- 
ferent from what you usually hear. He says 
that the only way to develop the farmer trade 
is to go out and get acquainted with the farmer 
as an individual and with his family and his 
dog. Mr. Boyd makes it a practice to go out 
and get acquainted with farmers by helping 
them in the field and around the barn. Per- | 
sonal friendship is the Boyd policy of doing | 
business and it has been a policy that has paid 
q double dividends. | 



































: The Art of Doing Business 


The art of doing business is the art of getting the best results out of the average man. 
Geniuses are few and far between and hard to catch, and, I might add, difficult to handle.— - 
Saunders Norvell. 
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Are You Guessing? 


By Saunders Norvell 


HU Ree 


HIS series of articles, appearing under the pen name, “The Sales Man- 
ager,” is written by Saunders Norvell, author of the recently completed 
serial, “Forty Years of Hardware.” These articles will appear under Mr. 


Norvell’s name in the future. 


PELL 


HE managers of most businesses, if they will 

admit it, are doing a great deal of guessing. If 

they guess right, they have good judgment and 
they are good managers. If they guess wrong, there 
are heavy losses to the business. 

The difficulty confronting most managers of manu- 
facturing, jobbing or retail enterprises is that they 
lack definite facts to work on. Suppose I address this 
article only to managers. I mean by this men upon 
whose shoulders rests the responsibility of directing 
the policies of businesses, either large or small. 

To be specific and definite, suppose we chat with 
the manager of a pretty good-sized wholesale hard- 
ware business—say a jobbing business with about 
fifty traveling salesmen. Now this manager may have 
a fairly accurate system of records. He knows, or 
should know, the total sales and the profits of each 
salesman. He should know just what these sales cost 
him, not only by individual salesmen but by total sales. 
He possibly has this figured down to a percentage 
basis. He knows the proportion of mail order busi- 
ness received to the business done by salesmen. He 
may have his records departmentized so he knows the 
cost of each department and what proportion of the 
general overhead each department is carrying. 

No doubt he has prepared and submitted to him a 
monthly expense account. Possibly this expense ac- 
count is divided into about fifty items. He may at 
the start of this expense account have entered his 
total net sales. He may have in red ink in the column 
opposite his sales and also his items of expense, the 
amount of sales and expenses for the same month the 
previous year. He may start, for instance, with an 
increase in sales of, say, 10 per cent, and then as he 
goes down his list of expense items he will compare 
these expenses with this 10 per cent increase in sales. 
For instance, take certain items that are more or less 
fixed, such as drayage charges. These charges, if 
drayage is done by contract at so much per hundred 
pounds, should vary in a direct ratio to the sales—in- 
creased sales, increased drayage; decreased sales, de- 
creased drayage. 

Still, when the expense account is received, does the 
drayage charge vary in correct ratio? Possibly in 
glancing over this account from month to month dray- 
age charges may develop certain peculiarities that 
need investigation. Take the expense item of stamps. 
If unusual stamp expenditure are kept separate from 
the regular run of stamps used, the stamp account in 
a business should also run in direct proportion to the 
sales. Does it? 

The manager of a business with correct records of 


his own business, if he will study these records every 
month and try to find out the whys and the where- 
fores of peculiar-looking things, can maintain a good 
hold on his business. If he will study this expense 
account sheet religiously every month, no part of the 
business can get very much out of line or very far 
out of control without his knowledge. However, this 
is not what I intended to write about. 

I am taking it for granted that every executive of a 
well managed business has these figures at his finger- 
tips. I do not see how any executive can run a busi- 
ness without this monthly expense sheet. Of course 
you may say to me that all of our expenses are entered 
in your books and you can look up any expense you 
please when you please. That may be true but, my 
dear sir, unless you have this expense sheet laid before 
you every month with a comparison as outlined above, 
where you can go over all of the expenses of the busi- 
ness in thirty minutes, you will not keep track of your 
expenses if you are a busy executive. 

I think, therefore, that one of your main duties 
every month is to go over this general expense sheet. 
I have followed this plan for years and I have found 
it very valuable. If the salesmen’s salaries are creep- 
ing up out of proportion to their sales, you want to 
know it. If their expense accounts are going up, you 
wish to know that. If your house salaries are increas- 
ing beyond your sales, you should certainly analyze 
these sa/Jaries and see where the increases are taking 
place. Are you putting on more people or is it simply 
an increase in the amount of wages paid the people 
you have? Which department is increasing? Have 
you authorized these increases or possibly you your- 
self, by reason of certain mistakes you may have made 
in hiring people, are responsible for some of these in- 
creases that by the record do not seem to be producing 
results? 

Once upon a time I went to our Mailing Department 
and asked why our percentage of cost of stamps was 
increasing beyond our sales. The man in charge of 
mailing, after an investigation, could not explain to 
me why our use of stamps was increasing month after 
month out of proportion to the sales. “I think the 
answer is very simple’”’—I said to him. “Some one in 
this department is stealing stamps.” He assured me 
that this was impossible. He himself was entirely too 
watchful. He was sure of all the employees in his 
department. “Keep your eyes open’’—was my answer. 
A short time after this before I got down to break- 
fast, a lady called at my house. She wished to see me 
on urgent business. She was the mother of one of 
the young men working in our Mailing Department. 
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He had been arrested the night before for attempting 
to sell stolen stamps. Upon investigation, it developed 
he had been stealing on rather a large scale for a num- 
ber of months. The record on the monthly expense 
sheet pointed to this irregularity. 

However, after the thoughtful manager has studied 
his own figures, he wonders how his figures compare 
with those of other houses doing about the same kind 
of business as his. He wonders, for instance, if the 
record of, say, 100 jobbing houses such as his were 
taken, how his percentage of cost of doing business 
would compare with the average of all these houses. 
How would his percentage of profit compare with this 
general average? Is he inclined to feel that probably 
the sales of his salesmen are just about the average 
of any other force of salesmen? However, the trouble 
is that he does not know positively. His salesmen may 
work harder and sell more goods than the salesmen of 
other houses. On the other hand, by reason of better 
sales managing and better handling of the salesmen— 
by reason of a better quality of salesmen—the sales 
of other houses per salesman may average a good deal 
more than his. This same line of thinking may go all 
down the line of his various items of expense. In 
other words, our executive knows what his own house 
is doing but usually he is totally in the dark as to 
what other houses with similar problems as his are 
accomplishing. 

This line of thinking comes to me because I have 
before me Bulletin No. 46 of The Bureau of Business 
Research of Harvard University. This Bulletin, con- 
sisting of 73 pages, covers the operating expenses in 
the wholesale drug business of the United States in 
1923. This bulletin is an analysis of the operations of 
117 typical wholesale drug houses in the United States 
last year. The total sales of these houses were 
just a little less than $200,000,000. Their tables show- 
ing the results of this composite group of wholesale 
houses cover—Total Sales Force Expense; Advertising 
and Catalogues; Wages of Warehouse Labor; Packing 
Cases and Wrappings; Executive Salaries, Office Sal- 
aries, Wages and Bonuses; Telephone and Telegraph; 
Rent; Heat, Light and Power; etc. 

With this pamphlet before him, any wholesale exec- 
utive in the drug trade can take his figures, worked 
out on a percentage basis, and compare them, depart- 
ment by department, with these composite figures of 
117 other jobbers. This comparison, when worked 
out, certainly gives a business manager something to 
think about. To illustrate: Why should he pay his 
salesmen so much more for the goods they sell than 
these other 117 jobbers? It must be quite evident 
to him that he is paying his salesmen too much or, 
if it is figured out, to put it another way, his salesmen 
are not getting the results they should for the amount 
of money they are receiving. 

Every jobbing hardware executive should write to 
Harvard University, Cambridge, Massachusetts, for 
this pamphlet. The price is $1.00. A study of this 
pamphlet will at least indicate to any executive how an 
investigation of the results of the business can be 
made in a careful and thorough manner. It lays down 
a plan of investigation. It indicates the facts that can 
be brought to light. With such facts, it would not be 
necessary for the executive of a jobbing house in the 
hardware line to do quite so much guessing about his 
own business. 

Next month, the wholesale hardware houses of the 
United States will have a meeting in Atlantic City. 
Would it not be wise for them to study what The Bu- 
reau of Business Research of Harvard University have 
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done for the wholesale drug trade and consider the 
advisability of having some such investigation made of 
the wholesale hardware business? 

I understand that the main subject for discussion 
at the Atlantic City meeting will be the cost of distri- 
bution. I am wondering, when the executives—both 
manufacturers and wholesalers—meet in Atlantic City 
and start to discuss the question of the cost of distribu- 
tion in the hardware trade, how much guessing they 
will have to do as to just what the cost of distribution 
is. What real facts have we before us as to the exact 
cost of distribution of hardware, for example, by 
jobbers? 

I hold no brief for The Bureau of Business Research 
of Harvard University. I do not know a single indi- 
vidual connected with this department of Harvard 
University. No one has asked me to write this article 
about their work. I have, however, before me the 
pamphlet described above and this article is written as 
a result of the concise, clean cut, clear, definite and 
simple manner in which this pamphlet covers the anal- 
ysis of the cost of distribution in the year 1923 in 
the wholesale drug business. 

Some of the hardware men who may take the time 
and trouble to write for this pamphlet and who may 
take this pamphlet with them to the Atlantic City 
convention, might like to compare the information 
that will develop at their discussions in regard to the 
distribution of hardware. Let me repeat that it is 
my humble opinion, unless some thorough investiga- 
tion such as this is made, that the addresses on this 
interesting subject in Atlantic City will be a good 
deal in the form of a guessing contest with no facts to 
prove the net result at the end of the contest. 

The retail hardware merchants of the country have 
been making some very valuable and exhaustive 
studies of the cost of distributing hardware at retail. 
They have issued several pamphlets to the retail trade 
that give definite facts in regard to the cost of run- 
ning a retail hardware business, also the profits made 
by retail hardware merchants, that every wholesale 
executive should study carefully. Back of these figures 
can be seen clearly the trend of the retail hardware 
business in the United States. After studying these 
figures, one has at least the satisfaction of knowing 
that he is not guessing. 

On the other hand, ,what figures have ever been 
tabulated of a composite character covering the re- 
sult of a large number of wholesale hardware houses, 
indicating the cost of handling the wholesale hard- 
ware business, also the profits made by wholesalers? 
If such figures exist, they must be-kept very secret be- 
cause the writer has never seen them referred to in 
any trade paper articles nor has he ever heard them 
mentioned by any wholesale hardware men. 

The same thing may be said of the figures of hard- 
ware manufacturers. Naturally the figures of manu- 
facturers could not have the same significance as those 
of jobbers because each manufacturer of a different 
line of goods has an entirely different business. How- 
ever, have the manufacturers making the same line of 
goods ever got together and had a composite pic- 
ture in figures drawn up of their costs, expenses and 
profits? This may have been done but I have never 
seen such figures nor have I ever heard them men- 
tioned. 

Therefore, when I read that the subject of discus- 
sion at the coming hardware convention in Atlantic 
City was to be the cost of distribution, I wondered 
whether this discussion was to be simply along the 
lines of glittering generalities. 
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Writing Your Own Advertising” 


\ \ ] HEN a retail dealer buys space 
in a newspaper he does so with 
but one purpose in mind—to 

Sell! Just how effectively he carries 
out his purpose depends to a great ex- 
tent upon the ad—the space used, the 
layout or design, the headlines, illustra- 
tions and the wording. The space used 
may be for the purpose of making an 
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announcement or for creating desire. 
The latter is advertising proper, be- 
cause of the purpose for which it is 
written. Anyone can write an announce- 
ment, but there are certain factors en- 
tering into advertising that call for 
more or less sales analyses. Advertis- 
ing, to create desire and stimulate ac- 
tion, must be written to the prospective 
customer and from the prospective cus- 
tomer’s point of view. 

It is not to be expected that every re- 
tail dealer write good advertising, for 
even professional advertising men do 
not always plan entirely successful cam- 
paigns. Often an expensive advertise- 
ment prepared with great care and 
skill by an experienced advertising man 
“falls down” flat in its appeal to the 
public. Yet, on the other hand, some of 
the best advertisements ever published 
have been dashed off with a lead pencil 
with hardly a moment’s thought. 

Possibly they did not know the tech- 
nical, theoretical or psychological fun- 
damentals of the profession, but they 
did have a thorough and practical 
knowledge of the more important prin- 
ciples of selling—the appeal. 

In the first place, the retail dealer 
knows the goods he wants to advertise, 
he knows why he desires to move a 
particular item, and, what is more im- 

*Reprinted from the H. & B. Bulletin, pub- 


lished by Hendrie & Bolthoff Mfg. & Supply 
Co., Denver. 


portant, he is thoroughly acquainted 
with the people to whom he wishes to 
sell. He has all the advantages that 
make it easy for him to write effective 
advertising, and it is in being natural, 
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new method whereby the metal instead o 
being poured from the top of the ladle it is 
poured from the Paneer where the metal is 
always clean and No skimming, no 
loss, no dirt, or Grose, ‘put a clean bearing. 
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in talking in a common-place manner, in 
being human in his copy that he suc- 
ceeds in his local advertising. 

Practically everything in advertising 
lies in the appeal! 

It may be to sell more goods or to 
cause some one to perform a duty, but, 
regardless of its purpose, or in what 
style it may be written, every advertise- 
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ment to be successful must do three 
things: 

1. Attract attention. 

2. Create an interest in the article ad- 
vertised sufficient to hold the prospect’s 
attention until the advertisement has 
been thoroughly read and considered. 

3. Stimulate action. The story must 
be told so well that you persuade your 
reader to adopt your suggestions, for 
the most part, to buy the article you ad- 
vertise. 

In planning the ad an effort should 
be made to say only that which will 
draw favorable attention, create confi- 
dence and hold the goodwill of the pros- 
pective customer. Do not raise a ques- 
tion that will leave the mind in doubt 
about either the quality of an article 
or the service that it will render. It is 
the positive, favorable impressions that 
sell goods. 

First in importance in attracting at- 
tention is the headline or an illustration 
that is interesting to the prospective 
customer. Let the headline speak brief- 
ly, plainly, in simple language and 
carry some particular appeal to the 
mind of the reader. 

Very closely related to the headline 
is the arrangement of the various parts 
of the ad to adhere to certain rules re- 
garding “Easy eye movement.” Make 
the ad as easy as possible for the eye 





(Continued on page 82) 
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Tomorrows Business Man 


A Thought for Him to Think About 
By EDWARD W. BOK 


Author of “The Americanization of Edward Bok,” 
“A Man From Maine,” etc., etc. 


(Decoration by A. H. Winkler) 








HIS article is reprinted from The Rotarian, official publication of Rotary 

International, by special request. In it Mr. Bok discusses a question that 

strikes at the very roots of many of the problems that have arisen as a 
result of the speed at which we are living today. 











| ASKED Theodore Roosevelt once what one funda- greater efficiency born of thoroughness. We don’t 

‘ mental quality he believed was more glaringly know what thoroughness is.” : 

a lacking in the American character than any other, I felt it was the Dutch ancestry in him that spoke, 

3 and which, of all other qualities, he would add if he and, as a Dutchman by birth, it naturally struck a 
had the power to do so. keenly responsive chord with me. 


Without a moment’s hesitation, he answered: “A Each of us has our own notion as to the greatest 
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deficiency in our modern life, and I doubt if any two 
men would instinctively name the same lack which is 
uppermost and really most deplorably vital in its 
absence in the American character. 

But when you think it over calmly, did not Theodore 
Roosevelt put his finger on the one dominant and 
vital curse, because that is what it really is, in our 
American life when he said ‘We don’t know what 
thoroughness is?” 

II 

Now, the American’s lack of thoroughness is not 
because he does not want to be thorough, but because 
thoroughness is not taught him as a child. On the 
contrary, the gospel of quantity and not quality is 
brought home to him the moment he reaches a point of 
understanding. He must learn so many words; he 
must do so many examples; he must be able to read 
so many lines. It is always quantity—quantity from 
the start. He may learn these words and sums and 
lines as a parrot learns, so long as he learns them, and 
the boy who learns the largest number in the shortest 
given space of time is considered and told that he is 
the bright boy. The far more important fact of how 
well and thoroughly he has learned what he so glibly 
recites enters not into the question. As he progresses 
through boyhood, the same lack of thoroughness meets 
him everywhere, and sinks deep into his consciousness. 
He sees his father at the simple task of reading his 
newspaper; but he sees his father read not the news- 
paper, but the headlines. The magazines, the boy 
finds, present everything in tabloid form; the most 
popular periodicals being those where the articles are 
shortest, and whose chief bid for public patronage 
is that they review, digest or epitomize the great 
happenings of the world. ‘We are a very busy people,”’ 
he hears his father say, “we haven’t time, you know, 
to read much. I like the writer who boils things 
down.” 

III 

The boy sees his mother’s housekeeping also all 
boiled down for her in predigested cereals, canned 
goods and prepared foods. ‘‘All you have to do is to 
add milk and serve,” says the advertisement. “Pour 
some hot water on our preparation, and there you 
are.” “Put our food on the stove, heat it for five 
minutes and your meal is ready.” Whether the food 
is really good, she does not know. She has been 
taught to believe in the integrity of advertisements. 
But what appeals to her most is that it saves time; 
it is a road to simplified housekeeping. No matter 
in which direction the boy looks, he sees a nation in 
a hurry, everybody is rushing to do a thing, not in the 
best way that it can be done, but in the quickest way. 
All are seeking short cuts to achievement. He sees 
automobiles madly speeding; people crushing and 
pushing into subway and street cars; long journeys 
annihilated on fliers; men speeding through the air 
and boasting of the minute and second they can cut 
from some previous record. So the boy naturally falls 
in with the rest. He speeds through school, rushes 
to college, races through his four years, and ap- 
proaches the business of life with every fiber in his 
being attuned to haste. 

IV 

When he gets into business he finds the gospel of 
quantity attuned to the nth degree. Every step of 
manufacture is gaged by the amount of a day’s work 
and how far below or above it is compared with the 
quantity produced on the same day last year. If 
the “room” has produced more, the executive is 
praised; if the output is less by comparison, it is 
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either received with silence, or he is asked why the 
production is falling behind. Rarely is the question 
asked: “Is the product better?” A man’s efficiency 
is gaged and based on how much he can produce. 
Never mind if our cloths can bear no comparison 
to English cloths; our looms produce so many yards 
to their lesser quantity. No matter if our automobiles 
cannot stand up on the road as long as those of foreign 
makes; our boast is that we produce ten to their one. 
Naturally, the boy imbibes the spirit that everywhere 
envelops him—unless he thinks it out, and few do. 
But where one does, invariably he rises above his 
fellow men. Quality has alway “paid” in America 
wherever it has been tried. But it is not tried and 
maintained often enough. Quantity is an easier ac- 
complishment, and so we go on madly producing 
quantity. 
V 

That is why in our education we are so deplorably 
lacking. The American wants to know, he wants to 
be intelligent, but he will not dig for it; he will not go 
to the source of information. ‘Why should I read 
that long-winded article in an encyclopedia,” he asks, 
“when it is al] here in this article which presents the 
essential facts?” But in the latter article it is not 
“all” there. He gets a smattering of the subject—a 
smear, but that is all. The result is that as a nation 
we have an amazing quantity of general information, 
with an equal amazing amount of misinformation. 

The fundamental ignorance of the average Ameri- 
can is staggering, as it must of necessity be where 
there is no desire to be thorough in the information 
acquired. We are keen to read a book we have heard 
about. We rush to get it: and then we hasten to read 
it and to get through with it, so that we can say we 
have read it. We are full of a desire to see a play 
that others are talking abcut. We rush home, jump 
into our clothes, speed through our dinner, bolt for 
the theater, go restlessly out between the acts, look 
at our watches to see how late it is getting to be, grab 
our hats, and we are out in the aisle before the curtain 
drops, rush home, jump into bed, impatient if we do 
not immediately go to sleep—and we have gone 
through a day! Next day or next week we go through 
exactly the same scramble to see another play or read 
another book—and always a new play or a new book! 
And this is our pace on the royal road to learning! 
What is the result of it all? We acquire a certain 
facility, but it is superficial. Our knowledge does not 
go deep; its roots are close to the surface. We leave 
ourselves no time to think. It would seem sometimes 
as if thinking had gone out of fashion with conversa- 
tion. 

VI 

But the doer of things exclaims, “Consider what we 
are—the greatest nation in the world.” In what re- 
spect? Let him tell us! He recites that: 

We have the financial dominance of the world. 

We have the commercial supremacy in bulk. 

We have the tallest buildings. 

We have the record for mass production. 

We vie with the bird in the air and push the eagle 
out of its path with the aeroplane. 

We dive under the water with the submarine and 
vie with the fish in speed and distance. 

Space is as naught to us; we annihilate it with the 
telephone, the wireless and the radio. 

We dig under the water and run trains below the 
bed of the river. 

We tunnel under great buildings and millions ride 

(Continued on page 91) 
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Steel Corporation Abandons Pittsburgh Plus 


HE United States Steel Corporation has decided 
Pnot to oppose the “cease and desist” order of the 
‘Federal Trade Commission in the Pittsburgh 
plus case, and to comply with the order “in so far as 


it is practicable to do so.” The corporation does not 
admit the validity of the order or the jurisdiction of 
the commission, but rather than take an unpopular 
course, will not appeal to the courts. 








Acceptance of Order by United States Steel Corporation 


The Federal Trade Commission on Sept. 17 pub- 
lished the following, which it calls, “report of the 
United States Steel Corporation, et al., in response 
to the commission’s order in the Pittsburgh Plus 
case”’: 

UNITED STATES OF AMERICA 
BEFORE THE FEDERAL TRADE COMMISSION 


Federal Trade Commission vs. United 
States Steel Corporation, American Bridge 
Co., American Sheet & Tin Plate Co., Carne- 
gie Steel Co., National Tube Co., American 
Steel & Wire Co., Illinois Steel Co., Minne- 
sota Steel Co., Clairton Steel Co., Union Steel 
Co., The Lorain Steel Co. and Tennessee 
Coal, Iron & Railroad Co. 


Pursuant to the order made by the Federal Trade 
Commission in the above entitled cause, dated July 
21, 1924, the respondents, United States Steel Corpo- 
ration, American Bridge Co., American Sheet & Tin 
Plate Co., Carnegie Steel Co., National Tube Co., 
American Steel & Wire Co., Illinois Steel Co., Minne- 
sota Steel Co. and Tennessee Coal, Iron & Railroad 
Co., report as follows: 

1. Respondents, without admitting the validity of 
said order or the jurisdiction of the commission to 
make the same, have determined to conform thereto, 
and will hereafter conform thereto, in the sale of 
their various products, in so far as it is practicable 
to do so. 

2. Respondents have abandoned the Pittsburgh 
plus system, as defined in said order, throughout their 
various organizations and will not hereafter make 
use of the same. 


3. Respondents will not quote for sale or sell their 
rolled steel products upon any other basing point 
than that where the products are manufactured or 
from which they are shipped. 


4. Sales from manufacturing plants, fabricating 
plants and warehouses will be made f.o.b. plant or 
warehouse, or at delivered prices, as occasion may 
offer. In all cases of sales at,delivered prices, the 
contract of sale or the invoice will clearly and 
distinctly indicate how much is charged for the 
steel products sold f.o.b. the producing or shipping 
point and how much is charged for the actual trans- 
portation of such products, if any, from such pro- 
ducing or shipping point to destination. 


5. All f.o.b. selling prices, whether at the mills, 
warehouses or fabricating plants, and all delivered 
prices, will be non-discriminatory within the mean- 
ing of the second section of the Clayton act, but will 
be subject to the variations permitted by said act. 


Dated, Sept. 16, 1924. 


Signed by United States Steel Corporation by J. 
A. Farrell, President; American Bridge Co. by 
Joshua A. Hatfield, Vice-President; American Sheet 
& Tin Plate Co. by E. W. Pargny, President; Carne- 
gie Steel Co. by H. D. Williams, President; National 
Tube Co. by William B. Schiller, President; Ameri- 
can Steel & Wire Co. by William P. Palmer, Presi- 
dent; Illinois Steel Co. by E. J. Buffington, Presi- 
dent; Minnesota Steel Co. by S. B. Sheldon, Vice- 
President, and Tennessee Coal, Iron & Railroad Co. 
by George G. Crawford, President. 











Carrying Out the New Plan 


As to the methods by which the new 
plan is to be carried out, it is impos- 
sible to speak definitely. In the case 
of some products and some companies, 
the change will be rather easy. For 
example, the Illinois Steel Co. months 
ago virtually abandoned the Pittsburgh 
plus method of selling, and little if any 
change will be necessary in its policies. 
On the other hand, in selling sheets and 
wire products, it is predicted that many 
difficult problems will be encountered. 
This is particularly true of the Ameri- 
can Steel & Wire Co., which has 
numerous plants, a vast variety of 
products and complicated price sched- 
ules: The selling of wire has been 


worked out through many years by 
the American Steel & Wire Co. and its 
predecessors and competitors. It is 
not thought that it will be possible to 
quote the same delivered price regard- 
less of the mills at which the praducts 
are made, and if different prices are 
quoted, it may be difficult to satisfy 
customers. Similar conditions, al- 
though not so complicated, apply to the 
sheet business. 

In the carrying out of the cease and 
desist order of the Federal Trade Com- 
mission much depends upon the inter- 
pretation of the word “practicable,” 
which is defined by the Standard Dic- 
tionary as “that which can be put 


into practice; possible of execution or 
performance; feasible.” Without in- 
tending to violate or evade the order 
of the commission, the sellers may 
exercise considerable discretion. The 
order itself gives much latitude, for 
it distinctly permits “discrimination 
in price between purchasers on ac- 
count of differences in the grade, qual- 
ity or quantity of the commodities 
sold” and the order also permits “due 
allowances for difference in the cost 
of selling or transportation, or discrim- 
ination in price in the same or different 
commodities made in good faith to meet 
competition.” 
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Although a large percentage of the 
output of the National Tube Co. is not 
manufactured in Pittsburgh, its prod- 
ucts are not included in the order, but 
the announcement of the Steel Corpora- 
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tion is signed by that company, and it 
is officially stated that the Steel Cor- 
poration intends to go even farther 
than has been ordered by the commis- 
sion. 


Important Results Expected by Federal 


Trade Commission 


WASHINGTON, Sept. 23.—Manifestly 
pleased with the answer of the United 
States Steel Corporation complying 
with its cease and desist order to 
abandon the practice of quoting prices 
of steel at any basing point other than 
where it is produced or from which it 
is shipped, the Federal Trade Commis- 
sion is confident that its victory in the 
Pittsburgh plus case will have a far- 
reaching effect. Whatever its justifi- 
cation, the belief exists at the commis- 
sion that the response of the Steel 
Corporation means establishment of 
free competition in the iron and steel 
industry and that it will now become 
decentralized and each center be given 
its natural share of business and con- 
sumers benefited by lower prices. To 
the mind of the commission, the Pitts- 
burgh plus method of selling steel re- 
strained growth of producing sections 
outside of the Pittsburgh area and that 
with prices fixed on a f.o.b. mill basis, 
or on a delivered price basis, with in- 
voices showing the freight rate from 
the mill of production, these centers 
will expand and markets of the Pitts- 
burgh area at the same time will be 
more restricted. 

As the commission and those repre- 
senting it or opposing the Pittsburgh 
base see it, the iron and steel industry 
will find its markets broken up into 
zones whose extent will be governed 
by freight rates. There are those pre- 
senting this view who are convinced 
that the Chicago district especially will 
benefit from the abolishment of the 
Pittsburgh base and _ will develop 
markedly with a wide area of markets 
throughout the Middle West and Far 
West. Fabricators in these sections, 
they contend, have now been put on a 


basis of fair competition with those in 
the Pittsburgh and surrounding terri- 
tory. Implement manufacturers will 
be able to purchase steel more cheaply, 
as will other consumers, in the esti- 
mation of those who see benefits arising 
from the naming of prices on a f.o.b. 


mill basis or its equivalent. Moreover, 


they do not hesitate to say that the 
ultimate consumer, the farmer, the 
builder, and all others using steel in 
any form will get his remanufactured 
product at a lower price. They insist 
this will be inevitable by the law of 
competition. 

This view is not shared by the iron 
and steel trade, but whatever the merits 
of the case, it is an interesting one and 
the outcome will be eagerly watched 
not only by the trade and steel con- 
sumers, as well as the commission, but 
by the entire industrial and consuming 
groups in all lines. 

The commission has made it known 
that it is not concerned as to the atti- 
tude of the independent iron and steel 
companies. The claim is made that 
they not only are expected to follow 
the policy determined upon by the Steel 
Corporation, but will be compelled to 
do so. The prompt and voluntary state- 
ment of President E. G. Grace of the 
Bethlehem Steel Corporation that 
Bethlehem plants would follow the Steel 
Corporation course was nevertheless a 
source of gratification to the commis- 
sion. Going further, it is the belief 
of the commission that all industries 
using basing points will now fall into 
line and adopt the Steel Corporation 
policy. It is stated that with this in 
view the cement industry already had 
taken up such a suggestion with the 
commission. 


Little Effect on Prices Expected at Cleveland 


The abandonment of the Pittsburgh 
base by the Steel Corporation has de- 
veloped a situation in the Cleveland 
territory which may take several weeks 
to clear up. The present leading inde- 
pendent producers including Cleveland, 
Valley and other Ohio mills have not 
decided what policy they will adopt in 
respect to the elimination of the Pitts- 
burgh basing point and have made no 
changes in their manner of quoting. 
However, it seems safe to predict that 
independent mills generally, except 
those located in Pittsburgh, will 
abandon the Pittsburgh base. Whether 
they will quote a delivery price on 
each inquiry or an f.o.b. mill price, is 
yet to be determined. If the latter plan 
is adopted, the consumer will have to 
figure out freight rates from shipping 
point in order to determine which price 
is the lowest. Both the Carnegie Steel 
Co. and the Bethlehem Steel Co. are 
now quoting delivery prices in this ter- 
ritory and some of the steel salesmen 
in talking to customers have ceased to 





mention the Pittsburgh base price and 
are talking only delivery prices. 

The attitude of the Youngstown dis- 
trict mills is being watched with much 
interest. If these mills adopt a Youngs- 
town base, this base will have to be 
about $2 a ton higher than the Pitts- 
burgh base to keep their delivery prices 
the same as that of the Pittsburgh mills 
for Cleveland delivery. If they quote 
the same delivery prices as the Pitts- 
burgh mills, they will also be enjoying 
the same price advantages in respect 
to Cleveland deliveries by reason of 
their location. The problem is more 
complicated when applied to some of 
the Ohio mills having more than one 
plant in different sections making simi- 
lar products. 

Conformity with the cease and de- 
sist order will bring about no material 
change in the Birmingham district. 
The steel consumers in this district 
have not been taxed the full Pittsburgh 
plus price with the exception of a very 
short period and as the steel industry 
developed there, a mill price was set. 
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National Tube Co. An- 
nounces Prices Will Be 
Based on Two Points 
of Manufacture 


The National Tube Co. is to abandon 
its practice of selling its goods on the 
basis of Pittsburgh plus. Hereafter 
its prices will be based on the point of 
manufacture having the lowest rate of 
freight to destination, and delivered 
prices will be computed on this basis. 
The company says: “We have two 
points of manufacture, namely, the 
Pittsburgh district and Lorain, Ohio, 
and sales hereafter will be made at 
delivered prices based on whichever 
point has the lowest rate of freight to 
destination. Such classes of materials 
as are manufactured by us at one point 
and not at the other will be priced on 
the basis of freight from manufactur- 
ing point to destination.” In addition 
it was announced that prices at Pitts- 
burgh and Lorain would be the same. 


Bethlehem Announces New 
Selling Policy 


President Eugene G. Grace of the 
Bethlehem Steel Corporation has an- 
nounced that his company would follow 
the lead of the Steel Corporation in 
abandoning the Pittsburgh price base. 
The assumption on the part of some 
consumers that Bethlehem will quote 
plates, for example, f.o.b. Coatesville, 
Sparrows Point, Johnstown or Buffalo 
probably is not correct, as present in- 
dications are that Bethlehem will quote 
all of its products on a delivered basis 
regardless of the location of the mill 
from which they are to be shipped. 

The principal products of the eastern 
Pennsylvania mills are plates, struc- 
tural shapes, bars and sheets. On these 
products their chief competition is 
from mills in the Pittsburgh district 
and it is quite obvious that the Eastern 
mills will continue to obtain the best 
possible market prices based on costs 
and competition. 





Automobiles in August 


Department of Commerce figures 
show a production in August of 241,631 
passenger cars and 27,484 trucks, an 
aggregate of 269,115 vehicles from 206 
manufacturers. In each class there 
was a slight gain from July, although 
each figure was considerably below the 
corresponding month of last year, in 
which the production was 314,431 pas- 
senger cars and 30,872 trucks. 

For the first eight months of the 
year the production of passenger cars 
has aggregated 2,285,814 and of trucks 
244,373. This compares with the first 
eight months of 1923, in which produc- 
tion amounted to 2,442,800 passenger 
cars and 261,741 trucks. The current 
figure, however, is considerably above 
that for 1922, when the production for 
the first eight months aggregated 1.- 
511,169 passenger cars and 162,925 
trucks. 
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American Steel & Wire Co. Names New 


Mill Prices 


Pittsburgh, Cleveland, Chicago, Birmingham and Worcester Are Made Basing Points— 
New Quotations Lower Than Recent Pittsburgh Plus Prices 


N compliance with the announce- 
ment that the subsidiaries of the 
United States Steel Corporation 
still adhering to the Pittsburgh basing 
point practice would abandon it, the 
American Steel & Wire Co. has an- 
nounced new prices. As thus far out- 
lined, five separate basing prices are 
provided, at Pittsburgh, Cleveland, 
Chicago, Birmingham and Worcester 
respectively. The mill base prices at 
Pittsburgh and Cleveland mills will be 
identical, while the mill base price at 
the other three cities will be 15c. higher, 
and delivered prices in the city of Chi- 
cago will be 15c. higher than at Cleve- 
land and at Pittsburgh. Base prices at 
Chicago district mills, namely, the 
Waukegan, DeKalb and Joliet plants, 
will be only 10c. higher. This arrange- 
ment is to take care of the average 
freight charge, about $1 a ton, from the 
mills to Chicago, there being no com- 
pany plants in that city. 
The new mill prices at Pittsburgh 


and at Cleveland are 5c. per 100 Ib. 
lower than the Pittsburgh base prices 
recently observed. Thus wire nails are 
quoted at $2.75 per keg at Cleveland 
and Pittsburgh mills, $2.90 at Chicago 
and $2.85 at Chicago district mills. 

The new mill prices thus far an- 
nounced at Pittsburgh and at Cleveland 
are as follows: Wire nails, base per 
keg, $2.75; bright plain wire, base, No. 
9 gage, per 100 lb., $2.50; No. 9 gal- 
vanized wire, base per 100 lb., $3.10; 
annealed fence wire, base per 100 Ib., 
$2.65. Galvanized barbed wire, base 
per 100 lb., $3.45; galvanized staples, 
base per keg, $3.45; polished staples, 
$3.20 base per keg; painted barbed 
wire, base per 100 lb., $3.20; cement 
coated nails, base per count keg, $2.15. 
Quotations on woven wire fence and 
bale ties have been reduced accord- 
ingly. 

In general, prices at Chicago district 
mills can be arrived at by adding 10c. 
to the above quotations, while prices de- 





New Sheet Selling Policy 


The new selling policy announced by 
the American Sheet & Tin Plate Co. 
indicate that sheet quotations at Pitts- 
burgh mills will remain unchanged. 
Delivered prices at Chicago will be $3 
a ton higher. The quotations, however, 
will apply only where delivery is made 
at regular railroad siding and a charge 
of 1%c. extra will be made for delivery 
at team tracks. These prices constitute 
a reduction of 19c. per 100 lb., Chicago, 
but it is understood that they will ap- 
ply only on gages actually rolled at the 
Gary works. Whether buyers will find 
it necessary to pay the Pittsburgh base 
price plus the freight when Chicago 
district capacity is committed is still 
an open question, although it is a 
logical inference. It is to be noted, 
however, that hereafter all prices will 
be quoted on a delivered basis and this 
plan will permit shipment from. any 
producing point if the mill chooses to 
absorb the freight. This is regarded as 
an unlikely development. Although 
prices are not quoted f.o.b. mill, it is 
understood that Chicago delivered 


prices are arrived at by adding 5c. per 
100 lb. for freight from Gary. Similar 
delivered prices at such points as St. 
Louis and Omaha will be arrived at by 
adding the respective freights to the 
prices at Gary, which, being 5c. lower 
than at Chicago, are only 10c. per 100 
lb. higher than the quotations at Pitts- 
burgh. The actual base price for 
Western territory, therefore, is f.o.b. 
mill rather than f.o.b. Chicago. In- 
quiries received by Western mills have 
been heavy for the past two weeks and 
it is the opinion of some that it will 
not take long to fill up Western capac- 
ity. What will happen then will prove 
interesting. Western sheet consump- 
tion, it is asserted, greatly exceeds 
Western sheet capacity. Even though 
Western mills sell out at the new local- 
ized prices, it may develop that large 
quantities of material will still have to 
be bought at the Pittsburgh base price 
plus the freight. If this proves to be 
the case, it will be particularly difficult 
to adjust warehouse prices to the new 
situation. A reduction now may have 
to be followed by sharp advances. 


Automatic Windshield Cleaners 


The Folberth Auto Specialty Co., 
Cleveland, Ohio, offers the trade an 
automatic auto windshield cleaner in 
two models, known as Folberth Uni- 
versal and Folberth Junior. 

Easy installation and positive effi- 
ciency are claimed for both types. The 


cleaner is bolted securely to the wind- 
shield frame. Rubber tubing runs 
from the cleaner to the intake mani- 
fold. The suction of the motor fur- 
nishes the power to operate the cleaner. 
The cleaners are packed in individual 
boxes which contain not only all neces- 


livered at Chicago are computed by 
adding 15c. 

It is to be observed in connection 
with all these quotations, however, that 
local prices will be quoted only on com- 
modities actually manufactured at the 
mills in question. If a given product 
is not available from Western mills, 
the consumer will have to pay the 
freight from the nearest outside pro- 
ducing center. This means that when 
the capacity of Western plants has 
been sold, buyers cannot expect to place 
orders at the same prices with other 
mills of the company. It is also ture 
that specialties will be quoted only at 
the plants producing them. The manu- 
facture of specialties is to a large ex- 
tent concentrated at Worcester, Mass., 
which will no doubt become a leading 
basing point on that class of commodi- 
ties. There were no changes in extras 
in connection with the price adjustment 
on common products outlined above. 


sary parts of the equipment, but also 
very easily understood instruction rela- 
tive to the installation and operation 
of the cleaner. 

The need of efficient windshield clean- 
ers is obvious to the motorist and to 
the dealer handling auto necessities. 
The automatic type enables the driver 
to use both hands driving. The differ- 
ence in the two models lies in their 





size and weight only. The Junior type 
is of course the lighter and smaller 
type. A thumb operated screw con- 
trols the action. 

The manufacturer states that when 
in operation the cleaner insures clear 
vision and does not in any manner 
affect the efficiency of the engine. As 
it is not an electrical device the com- 
nany emphasizes the fact that no bat- 
tery current is consumed. 
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facturers in the United States, 






and other countries 






22-28, 


New York City, Sept. 22-2 

A feature of the World’s Fair was 
the extent and variety of the lines 
shown and the many noteworthy im- 
provements, making for greater effi- 
ciency and economy in radio reception, 
incorporated in the products exhibited. 
That the average radio fan is becoming 
more interested in the quality of the 
signals reproduced than in mere vol- 
ume was strikingly illustrated at both 
the garden and the armory by the in- 
terest shown in the numerous loud- 




































































More Than 150 Exhibitions at 
First Radio World’s Fair— 
Wide Variety of Products 


More than 150 leading radio manu- 
Ger- 
many, France, England, Holland, Japan 
exhibited their 
products at the First Radio World’s 
Fair, held at Madison Square Garden 
and the Sixty-Ninth Regiment Armory, 
inclusive. 


speaker demonstrations, and by the im- 
provement in the tonal qualities of the 
Much popular 
in appa- 
ratus designed for utilizing the electric 
lighting circuit as a source of plate and 


instruments themselves. 


interest was also evidenced 


filament current. 


American radio men were much in 
Section”’ 


evidence in 
where they 
other 


the “Foreign 
viewed the exhibits from 
countries. It 


radio products in this country. 

Special arrangements were com- 
pleted for the business accommodation 
of the dealers of the country who were 
at the garden and the armory in great 
numbers the entire week, coming from 
all parts of the country. Two hours a 
day were devoted to the exclusive dis- 
cussion of the industry. 





Turner, Day & Wetluesth 
Take Over Kelly Handle 
Company 


have been 





























Negotiations 
whereby the Turner, 
Handle Co., Louisville, Ky., 


























Co. 
Kelly Axe & Tool Co. with all its ham- 
mer, hatchet, axe and other 
handles. 

The Kelly Axe & Tool Co. is one of 
the largest manufacturers in its line in 
the United States. By this arrangement 
it 
cure 







































































an ample supply of handles from 
Turner, Day & Woolworth, one of the 
oldest and largest manufacturers of 
hickory handles in the country. 

The Turner, Day & Woolworth Han- 
dle Co. will continue under the same 
management. 
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New Wickwire Spencer 
Reorganization Plan 
Completed 


The stockho!ders of the Wickwire 
Spencer Steel Corporation at a meeting 
held in Worcester and a subsequent di- 
rectors’ meeting, held in Chicago, voted 
to carry out the following plan of re- 
organization, under which the new com- | 
pany will be formed. 

The working capital is to be in-| 
creased by $2,515,000, giving the com- | 
pany a working capital of $10,000,000, 
and a ratio of 13 to 1. The stockhold- | 
ers and bond holders will receive shares | 
and bonds in the new corporation in ex- | 
change for their present holdings. 

T. H. Wickwire, Sr., becomes chair- | 
man of the board of directors. T. H. 






























































































concluded | 
Day & Woolworth | 
has taken | 
over the business of the Kelly Handle | 


_and Ri a B. Y¥ ; 
and in the future will supply the | -— ichar Young 


| within 


_tributing points in the west. 


Wickwire, Jr., continues as president 
of the company and Samuel E. Pryor 
becomes chairman of the executive 
committee. Harry W. Goddard retires 
as chairman, but remains on the new 
| board. W. A. Wickwire will continue 
as a vice-president. A voting trust is 
set up comprising Frederick W. Allen, 
Samuel F. Pryor, T. H. Wickwire, Sr., 


E. Crandall has been elected a 


coal vice-president of the new corporation, 


distribution. Mr. Crandall was for many 
| years 


in charge of merchandising sales and 


connected with the Simmons 
Hardware Co. and later was vice-presi- 


, ri dent in charge of sales, merchandising 
is said to be in a position to se-| 


and distribution of the 
Simmons organization. 

John <A. Delholm, 
manager 
the corporation, will now 
eral sales manager. 


W indhester- 
formerly sales 


act 





Disston’s Seattle Plant 
Starts Operation 


Henry Disston & Sons, Ince., 
phia, Pa., have begun operation of | 
their new western branch factory lo- 
cated at Fourth Ave., South and Massa- | 
chusetts St., Seattle, Wash. It is 
served by freight tracks at the door, 
with express offices nearby and is only | 
a few minutes ride from the Union 
Depot. Motor truck service will be > 
maintained to call for and deliver work | 
the city to expedite express | 
shipments. 

The new plant is said to carry one 
of the largest finished stocks on the 
coast. This includes circular saws, 
cross-cut saws, machine knives, files, 
steel and saw tools, in sufficient quan- 
tity to insure immediate shipment. 

The company maintains other dis- 











of the hardware division of | 
as gen-. 


Philadel- | 


is the first time | 
that other nations have exhibited their | 


erage attain 





titi | 





Save-the-Surface Will Hold 
Big Meetings at 
Atlantic City 


The following schedule has been ar- 
ranged by the Save the Surface Com- 
mittee for its meetings to be held at 








the Ambassador Hotel, 
Atlantic City, N. J. 

Wednesday, Oct. 15, 10 a. m.—Meet- 
ing of the Educational Bureau. 

Thursday, October 16, 2.30 p. m.— 
Annual meeting of the National Fed- 
eration of Paint and Varnish Produc- 
tion Clubs. 

Friday, Oct. 17, 10 a. m.—Annual 
convention of the National Varnish 
Manufacturers’ Association. 

Saturday, Oct. 18.—Annual conven- 
tion of the Paint Manufacturers’ Asso- 
_ ciation of the United States. 

Saturday, Oct. 18.—Meeting of Save 
the Surface Campaign Executive Com- 
mittee, together with the National Ad- 
visory Committee on adjournment of 
convention of Paint Manufacturers’ As- 
sociation of the United States. 

Monday, Oct. 20, 1 p. m.—Luncheon. 
Annual meeting of board of directors 
of the National Association of Save the 
Surface Salesmen. 

6.50 p.m.—Dinner. Executive com- 
mittee, Paint and Varnish Advertising 
Managers’ conference. 

8 p. m.—Opening session, National 
Paint, Oil & Varnish Association, run- 
ning through Tuesday and Wednesday, 
including banquet Wednesday night. 

Tuesday, Oct. 21, 12.30.—Luncheon, 
executive committee, Sales Managers’ 
Council. 

6.30 p. m.—Save the Surface dinner 
oui. aan by presidents and sec- 
retaries of paint clubs, members of 
local Save the Surface committees, to- 


Oct. 15 to 21, 








ling, 


gether with the Save the Surface Cam- 
paign Executive Committee. 





Crosley Radio Acquires Interest 
in Toronto Firm 
The Crosley Radio Corp., Cincinnati, 


Ohio. has acquired an interest in the 


De Forest Radio Corp., Ltd., Toronto, 


| Canada, which company is said to vir- 
tually control Canadian patents of radio 


equipment based on the inventions of 
Dr. Lee De Forest. De Forest-Crosley 
radio equipment will be of the same 
general type as merchandised in United 
States, constructed with standard Cros- 


_ley parts. 


Peerless Level & Tool Co. in New 
Building 


The Peerless Level & Tool Co., Ster- 
Ill., manufacturers of Peerless 
Levels and plumb rules, is now located 
in a new strictly modern one-story 
factory building. It occupies a piece 
of ground 100 x 127 ft. The company 
will now dry all of it’s own lumber, 
using a dry kiln of latest type. Greater 
production will be possible. Present 


_ factory space is twice the former area. 
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D. M. Andrews Western 
Editor Hardware Age 


New York as Circulation 
Manager 


D. M. Andrews succeeds 


WARE AGE. 


Wyckoff as western editor of HARpD- | 
Mr. Wyckoff becomes Cir- | 


| 
| 
| 
| 


culation manager with office at New | 


York. Mr. Andrews was formerly as-_ 
sistant secretary of the South Dakota 
Retail Hardware Association. He 


served in a similar capacity with the 
Minnesota Retail Hardware Associa- 
tion. His association activities have 


included eight years of field work and 
he has rendered good service to mem- 
bers who were confronted with prob- 
lems on advertising, accounting, store- 
arrangement and window displays. He 
} acquaintanceship 


enjoys a wide with 





D. M. Andrews, new western 
editor 


hardware manufacturers, jobbers and 
retailers and has been in charge of the 
annual exhibits at the State conven- 
tions of his association. 

Previous to his association Andrews 
was in the retail hardware business 
with William Simms, Minneapolis. His 
first business venture was in daily 
newspaper work, to which he devoted 
seven years, working in both advertis- 
ing and editorial departments of a 
Minneapolis daily. 

Mr. Andrews will be located in the 
Chicago office of HARDWARE AGE, 1507 
Otis Building. 

Mr. Wyckoff, for the past three years 
western editor of HARDWARE AGE, has 

















| termaster corps, 


Succeeds M. E. Wyckoff, Now in | 


attended many State conventions in the | 
Mid-West. 
house expert with The 
|Simmons Co. 
_ which he served as captain in the quar- 
Wyckoff 


He was formerly a ware- 
Winchester- 


was con- 


On ene 
~*nere 





* S % a ne ate *, 
a bss "7 6a 4 im rn 
¢ ; a Sow ox 9 an y 
* 2 ° P eosin 2% 


Ping 4 Us 
Pe, ts 





WO is 


M. BE. Wyckoff, circulation manager 


nected with Hibbard, Spencer, Bartlett 
& Co., where he rose to the position 
of assistant buyer. His first business 
experience was in his father’s retail 
hardware store. 


“Philly” Dealers Find 
Business Tone 
Better 


There were fifty retail dealers pres- 
ent at the fall meeting of the Philadel- 
phia Retail Hardware Association at 
Green’s Hotel, Sept. 18. The report on 
bad accounts showed that 80 per cent 
payments are being received on first 
eall letters from the association’s col- 
lection bureau. The sale of seasonable 
voods was thoroughly discussed and 
reports from the members showed a 
wide difference of opinion relative to 
profits derived from selling sporting 
goods in which location played an im- 
portant part. 

C. Richard Watson, who has been in- 
terested in selling sporting goods since 
1885, said: “To be successful with 
sporting goods it is necessary to have 
a man in charge who is familiar with 
all the details of game, location, game 
laws and be an expert sportsman to 
present his line intelligently. ‘He must 
create and maintain a following among 
the sporting fraternity and not merely 
take orders. 
tical knowledge is power.” 

The question was put: 
really better?” 
opinion was that local conditions ap- 
pear to effect the individual retailer. 
Certain residential and industrial dis- 
tricts have fallen off, some reported an 





It is a line wherein prac- | 


Prior to the war, in | 


unprecedented building boom which is 
making business the best in over five 
years. It was generally conceded that 
while the farmer is getting back to his 


' own, the steel business is not so good 
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“Is business | 
and the consensus of | 


as some pretend to believe. 

One merchant put the question: “Do 
hardware stores sell as much paint as 
the exclusive paint dealer?” In reply 
to this President Harry D. Kaiser said: 
“The paint business is profitable to the 
hardware man and will be more so 
when paint manufacturers cut down 
their varieties to about a 24 color line, 
with an opportunity to combine these 
basic colors to produce a wide variety 
of tints in accordance with the demands 
of the purchaser. It is also well to 
stick to one staple line of paint to in- 
sure the confidence of your customer. 
About fifteen years ago hardware 
stores did not sell paint but now it has 
become a recognized item among hard- 
ware men. Paint fits right in with the 
hardware business. I cannot see where 
the exclusive paint retailer has grown, 
but on the other hand the combined 
hardware stores sell more paint than 
the exclusive paint stores. You under- 


stand of course that hardware stores 
cannot compete with the _ exclusive 


paint stores in selling such commodities 
as turpentine and white lead to paint- 
ers—our proposition is really that of a 
ready mixed paint to the _ public. 
Household brands are the best and the 
better brands are receiving the eall 
from customers. Retail merchants are 
selling more paint each year and de- 
partments intelligently handled show a 
handsome profit.” A committee was 
appointed by President Kaiser to con- 
fer with manufacturers and the Na- 
tional Retail Association for the pur- 
pose of cutting down excess color va- 
rieties for the benefit of all concerned. 

The question of selling washing ma- 
chines and other heavy commodities on 
the installment plan was discussed and 
while one dealer reported only two re- 
turns for nonpayment from 200 sales, 
others felt that in some districts it 
necessitated almost the services of a 
professional collector and _ interfered 
with their staple lines to say nothing 
of the ill feeling incurred among other- 
wise first class customers. It seemed 
to be the opinion that the successful 
retail merchant could not enter the 
canvasser and installment collector 
class without making unwarranted sac- 
rifices. 

The “Philly” retailers are consider- 
ing a “hardware day” during the com- 
ing convention when all will close and 
attend in a body, thereby attracting 
attention to their organization and in- 
creasing respect on the part of the 
buying public. 


New Plumbing Catalog 
The Durst Mfg. Co., 119 Chambers 
Street, New York, N. Y., has issued a 
complete illustrated catalog on plumb- 
ing specialties. 
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No Change In Revenue Rates Will Be 


Made at Coming Session 


Administration Favors Stand Pat Policy at This Time 
—May Amend Law Governing Jurisdiction 


WASHINGTON, Sept. 29, 1924. 


HE convening in Washington dur- 
| ing the past week of the special 
Senate committee headed by Sen- 
ator Couzens of Michigan, who is plan- 
ning a comprehensive investigation of 
the Internal Revenue Bureau, has re- 
sulted in the publication of reports to 
the effect that important changes in the 
tariff and internal revenue laws at the 
coming session are contemplated by 
Congressional leaders. These reports 
have very little substantial foundation 
and conferences recently participated in 
by Treasury officials and other repre- 
sentatives of the administration make 
it clear that the influence of the White 
House and the Treasury Department 
during the coming session of Congress 
will be thrown against any attempt to 
revise the tariff. 

President Coolidge and his advisers 
will be against tariff revision at this 
time regardless of the outcome of the 
November elections. This will be good 
news to business men generally, who, 
as a class, are opposed to agitation for 
tariff changes soon after the enactment 
of so comprehensive a law as the Ford- 
ney-McCumber Act of 1922. They take 
the position that while inequalities may 
have developed in some instances more 
harm would be done by seeking to cor- 
rect them, thus opening the way for a 
flood of amendments, than by standing 
pat on the present law for at least an- 
other year. 


Would Repeal Flexible Tariff Pro- 
visions 

Certain leaders in Congress who are 
opposed to the so-called flexible provi- 
sions of the tariff law are suggesting 
the repeal of these features of the act 
with the understanding that no attempt 
will be made to change the schedules. 
The United States Tariff Commission 
has unquestionably made a mess of the 
execution of the provisions referred to 
and there are reasons for believing that 
this feature of the law is destined to be- 
come a dead letter irrespective of any 
supplemental legislation by Congress. 

The fact is that the protectionists in 
Congress and even those on the com- 
mission itself question the wisdom of 
permitting rates to be raised and low- 
ered by the Executive, and it is a sig- 
nificant fact that although the new tar- 
iff law has been in force two years to 


of Board of Tax Appeals 
By W. L. Crounse 


a day only one rate, the duty on wheat, 
has been changed. It is also notable 
that this change comprised an increase, 
while 90 per cent of the petitions now 
before the commission urging changes 
call for reductions in the rates fixed by 
Congress. 

It is the best opinion here.that the 
Treasury Department will also oppose 
any changes in internal revenue tax 
rates at the coming short session. The 
present law is far from perfect and if 
the Secretary of the Treasury could 
write a new schedule he would undoubt- 
edly lose no time in presenting a com- 
prehensive measure for the considera- 
tion of Congress. 


Will Not Start Losing Fight 


Knowing, however, that a bill satis- 
factory to the department would be op- 
posed by the so-called progressive ele- 
ment in Congress and undoubtedly de- 
feated at a short session, Mr. Mellon is 
disposed to allow matters to rest for the 
present and to refrain from any at- 
tempt to modify existing tax schedules. 
He strongly deprecates the continuance 
of the present high surtax maximum, 
but as this was a storm center at the 
last session when the Secretary’s proj- 
ect for a 25 per cent maximum rate was 
defeated, he is not disposed to waste 
time and energy in again urging his 
views at a time when the progressives 
can easily talk to death and proposi- 
tion to which they are opposed. 

Notwithstanding the great amount of 
time given to the consideration of the 
administrative features of the internal 
revenue tax revision bill passed at the 
last session the department would like 
to secure additional amendments of a 
purely administrative character. Hard- 
ly a week passes but some defect in 
these features of the law is disclosed 
and as time passes other shortcomings 
in the administrative provisions will un- 
doubtedly develop. It is possible that 
Secretary Mellon in his forthcoming 
annual report will point out certain op- 
portunities for improving the law, but 
it is doubtful if he will make any spe- 
cial effort to secure the desired legisla- 
tion at this time. 


Effort to Change Tax Appeal Law 


The decision of the recently organized 
Board of Tax Appeals that questions 
relating to refunds do not come within 





its jurisdiction will probably result in 
the presentation in Congress of a meas- 
ure definitely clothing the board with 
jurisdiction of this class of cases. It 
is well understood here that when the 
Board of Tax Appeals was provided for 
in the legislation enacted last winter 
the framers of the law assumed that 
the board would consider not only the 
propriety of assessments proposed to 
be made upon taxpayers by the Govern- 
ment, but also the legality of claims for 
refunds of excessive taxes paid under 
duress. 

It is certainly a remarkable fact that 
Congress should have passed a law, 
presumably in the interest of the tax- 
payer, creating a tribunal of final juris- 
diction so far as the executive branch 
of the Government is concerned, but 
limiting it to the consideration of as- 
sessments and giving it no authority 
over refund cases. Nevertheless the 
board has taken the position that it can- 
not consider applications for refunds 
and thus thousands of taxpayers with 
meritorious claims against the Govern- 
ment will be forced to go into court at 
great expense and litigate their claims. 
It is also possible that upon securing 
judgments in these cases the taxpayers 
may be compelled to seek special appro- 
priations from Congress on the ground 
that the tax payments sought to be re- 
covered have been turned into the 
Treasury. 

Under these circumstances it would 
not be surprising if a bill to amend the 
law creating the Board of Tax Appeals 
should develop great strength at the 
coming session. It would certainly have 
the backing of business men everywhere 
and it ought to have the support of 
the Treasury Department, whose of- 
ficials know better than anyone else 
how inequitably the law, as construed 
by their legal advisers, is now working. 


Markets for Electrical Appliances 


The section of the United States 
comprising Ohio, Indiana, Illinois, Mich- 
igan and Wisconsin leads as a potential 
market for electrical merchandising 
lines, according to an engineering anal- 
ysis of the relative sales possibilities 
of different areas just completed by the 
Department of Commerce. This anal- 
ysis, undertaken jointly by the Elec- 
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Drastic Cuts Not Expected 
to Follow Elimination 


of “Pittsburgh Plus” 


HERE is a feeling in the hardware trade that no drastic 
reductions will follow the elimination of the Pittsburgh 


Plus plan. 


When it became officially known that this 


practice was to be discontinued, there was much speculation as 


to the reaction on prices. 


At press time it is generally agreed 


that adjustments will be made shortly, but these adjustments 
are expected to show upward tendencies. 

Reports from various hardware market centers indicate im- 
proved sales in shelf hardware and some improvement in sea- 


sonal lines. 


In the rural districts it is said crop conditions are 


good, volume and price being such that farmers are paying off 
obligations incurred during the spring and summer season. 


Collections show less tension. 


Linseed oil, cotton sash cord 


and in some markets builders’ hardware items were subjected 


to slight reductions. 


Rope and twine are expected to advance. 


Jobbers generally have made no advance on bolts and nuts, 
but it is thought that higher prices may be quoted after Oct. 1. 
The only decreases attributed to the Pittsburgh Plus discon- 
tinuance come from Chicago, where nails and wire were re- 
duced 40 cents immediately following the public announcement. 





Sales Increasing — Crops 
Good in Northwest 


Sales in the northwest hardware 
territory are increasing weekly. Har- 
vesting, with the exception of flax is 
practically completed. Reports indi- 
cate that farmers in this district have 
made good profits, and are paying up 
accounts on goods purchased during 
the summer. October is expected to be 
a very large collection month. The 
market appears very firm with steady 
prices. 





Several Price Changes 
in Boston 


Price changes the past week were 
more numerous than for the preceding 
seven days, and were about evenly di- 
vided between advances and declines. 
The more important changes include 
the following advances: washboards 
5 per cent; carbon drills 10 to 15 per 
cent; cotton clothes lines 5 per cent. 
On the downside are: wire and cut 
nails 5c. a keg; sheet brass %c., seam- 
less brass tubes %c., sheet copper 
l%ec., bare copper wire %c.; barbed 
wire 5c. per 100 lbs. Next season’s 
prices on ice cream freezers are vir- 
tually the same as those quoted in 1924. 





Nails and Wire Reduced 
in Chicago 


Elimination of the “Pittsburgh Plus” 
practice is said to be responsible for 
the prompt reduction of 40 cents per 
keg on nails, and 40 cents decline per 
100 lb. of wire in the Chicago hard- 
ware market. Certain builders’ hard- 
ware items were subjected to reduc- 
tions. Wire goods are active in this 
section, builders’ hardware demand is 





steady and general trade is as good or 
better than business done for the same 
period of last year. 

Crop reports are optimistic, with 
early estimates on the corn crop indi- 
cating good volume and fair prices. 
Collections are easier. 





Collections Easier 
in New York 


Collections in the New York hardware 
market are easier. Local jobbers do 
not anticipate lower prices to follow 
the elimination of the Pittsburgh Plus 
plan. Shelf goods are more active; 
seasonal lines are improving. Drills 
have been advanced 10 to 12% per cent. 
Linseed oil is off 1 cent. Cotton sash 
cord is 2 cents lower but expected to 
return. Bolts and nuts prices remain 
unchanged but may be advanced Oct. 1. 
New prices have been announced for 
cloth window ventilators. Factory 
shipments are prompt. 





Pittsburgh Hardware 
Prices Unchanged 


There are no important price changes 
in the Pittsburgh hardware market. 
Local factors are showing considerable 
interest in the elimination of the Pitts- 
burgh Plus plan. 


Much speculation is | 
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Crop Conditions Help 
Business 


The effect of crop conditions on gen- 
‘eral business in its territory is empha- 
sized in a striking manner by the fol- 
lowing figures submitted by W. M. Dut- 
ton & Sons Co., wholesalers and manu- 
facturers, Hastings, Neb. 

A comparison of the month of Aug- 
ust, 1924, with the same month of last 
year, shows a big increase in every de- 
partment. Increase of total sales, 41 
per cent; increase of harness sales, 73 
per cent; increase of auto accessory 
sales, 34 per cent; increase of hardware 
sales, 24 per cent. 

The company’s total sales for 1923 
were 25 per cent higher than 1922, and 
1924 sales are forging ahead of the 
1923 figures. 


Cleveland Basing Point for 
Wire Products 


The outstanding feature of the Cleve- 
land market situation is the making of 
a Cleveland basing point for wire prod- 
ucts by the American Steel & Wire Co. 
which with a reduction in the base 
price amounts to a cut of 15c. per keg 
in nails and 15c. per 100 lb. on wire. 
Cleveland jobbers report a fair current 
demand and more activity in some sea- 
sonal lines. Business with retailers 
shows an improvement. The market 
is firm on most items and there are 
few price changes. 





Trade Agencies Report 
Fall Trade Better 


Commenting on the general market 
condition both Dun’s and Bradstreet’s 
agree that fall trade is showing stimu- 
lation, tinged with a reserve or hesi- 
tancy which they attribute to uncer- 
tainty of both the political and price 
situations. Financial writers in the 
daily papers report industrial stocks 
as stronger. In last week’s summary 
Dun’s says: 

“A natural stimulus to business has 
come with the advancing season, al- 
though expected autumn gains have 
not developed fully. Progress during 
the third quarter has been substantial 
but it has varied’ considerably in dif- 
ferent trades, and operations remain 
under restraint even in lines where 
activity has increased most. 

“The lack of a more vigorous com- 
mercial expansion is partly accounted 


‘for by political conditions, which still 
'cause hesitation, and in some cases 


offered as to the likely price reaction. | 


Sales are reported as fairly good. 





Wholesale Prices Increased 


Wholesale prices, as measured by the 
index of the Bureau of Labor Statis- 
tics, increased 2 per cent in August and 
were at about the same level as a year 
ago. The advance was due largely to 
further increases in prices of farm 
products and foods. 





commitments are held back because of 
doubts about future prices. Recovery 
from depression, however, usually does 


_not come quickly, and the recent mod- 


erate and irregular gains have been 
surprising only to those who had ex- 
pected a rapid revival.” 

Bradstreet’s reports trade fully fair 
and better than last week in. some 
areas. It is pointed out, however, that 
a note of hesitation is found in re- 
ports that many buyers, having filled 
their immediate needs, are inclined to 
wait or go ahead cautiously. 
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Speculation Rife in Pittsburgh Market as to 
Effects of Abandonment of “Pittsburgh Plus” 


(Pittsburgh office of HARDWARE AGE) 

’ NHE principal topic of discussion in hardware as 
well as steel trade circles now is the abandonment 
by the Steel Corporation of Pittsburgh as a sole 

basing point on steel, in compliance with the order of 
about two months ago of the Federal Trade Commission 
and the probable effect of that action on steel prices. Since 
steel enters into the manufacture of so many hardware 
items, the change from a condition that is made easily clear 
to all consumers and distributors of steel approximately 
where prices were and also enabled them to know whether 
they were getting supplies cheap or high and incidentally 
gave them a line on their competition, since with a com- 
mon basing point the cost of supplies in a given place 
was the same or at least practically the same to all in 
that locality, is of vital interest to manufacturers and 
distributors of hardware. Since in the new order of things 
there is to be price basing at mill or by districts where 
are grouped a number of mills having a common freight 
rate to most consuming destinations, it would seem that 
there would instantly be a great demand for those who 
are familiar with the figuring out of freight rates, be- 
cause there will be great need of such information, now 
that the rates from Pittsburgh will be useful only in dis- 
closing delivered prices from mills in Pittsburgh. 

If the plans disclosed by Steel Corporation subsidiary 
companies for meeting the new situation are a safe crite- 
rion, it is apparent that prices at different mills and 
producing districts will vary in accordance with the pro- 
ducng costs, and there is good reason to suppose that in- 
dependent mills if they go along with the Steel Corpora- 
tion plan will adopt mill bases in accordance with the 
freight charges to destination. It may be expected that 
a mill in one district before naming quotations to a con- 
sumer will first figure out its competition from mills in 
their districts and base the delivered price upon such cal- 
culations. Localization of business is a probable result, 
as is also a restriction of competition for business, since 
the mill nearest the consumer will make the lowest deliv- 
ered price and except in those somewhat rare periods 
when mills cannot take all of the business offered in 
their natural territories, it will not be possible for the 
distant mill to get in profitably. Time was when pig iron 
moved freely from Birmingham, Ala., to New England 
and to other northern sections of the country and when 
it was common occurrence for iron to move from western 
Pennsylvania into the Middle West and into New England. 
But as sources of supply sprung up nearer consuming 
points and freight rates advanced, the business became 
localized. Some such order of affairs is likely now in 
steel. 

There are jobbing companies who maintain warehouses 
in different parts of the country and there are manufac- 
turers who have plants at more than one point. The old 
arrangement made possible the placing of a large part 
of the business with one or two mills, with possibly no 
advantage in price, since with a common basing point, 
delivered prices at the various points would be the same 
or approximately the same from all mills, but there would 
be advantage in service at least in giving the business 
to a few mills. Now such buyers must divide the business 
into small lots for the various warehouse or manufac- 
turing centers, so that advantage may be taken of the 
difference in freight charges. 

The American Steel & Wire Co. has announced based 


mill prices at Pittsburgh, Cleveland, Chicago, Worcester, 
Mass., and Birmingham. From Pittsburgh and Cleve- 
land mills, nails will be sold at $2.75, base, per keg, and 
plain wire at $2.50, base, per 100 lb. In the Chicago 
district, the base is $2 per ton (10c. per 100 lb.) above 
the Pittsburgh-Cleveland base, while in Chicago proper, 
to cover hauling charges to the city, the base is $3 per 
ton above the Pittsburgh-Cleveland base prices. Worces- 
ter, Mass., will be $3 per ton above the Pittsburgh-Cleve- 
land base on such products as are produced there, and the 
Birmingham base likewise is $3 per ton above Pittsburgh 
or Cleveland. The Pittsburgh prices represent a reduc- 
tion of $1 a ton from recent market quotations, but this 
is a small concession compared with what jobbers in the 
other base territory secure through the wiping out of a 
sole basing point. Formerly the Chicago city jobber, for 
example, paid $2.80, base, plus freight amount to slightly 
more than 34c., or roughly $3.14 per keg for nails; his 
price now becomes $2.90, a reduction of 24c. per keg or 
$4.80 per ton. This measures the freight that must be 
absorbed by a Pittsburgh mill that seeks Chicago business 
and it is doubtful if any can do, except at considerable 
loss. 

The Nation] Tube Co. is continuing the present dis- 
counts on pipe and boiler tubes, but instead of applying 
solely on a Pittsburgh base, they now apply on shipments 
from Lorain, Ohio, where the company has a plant and 
from which it has freight rates about $1 per ton to the 
West and Southwest below those from Pittsburgh. Thus 
there is a possibility that on western business, the Pitts- 
burgh base may be $1 a ton lower than Lorain, since if 
independent mills seek western business they must meet 
the Lorain freight advantage. Thus far, the American 
Sheet & Tin Plate Co. has made no formal announce- 
ment as to its prices or the method of quoting. Carnegie 
Steel Co. likewise is silent, presumably because the Steel 
Corporation for three years has had a Chicago base on 
plates, shapes and bars, the principal Carnegie products. 

While some of the independent companies have an- 
nounced formal abandonment of the practice of embody- 
ing in invoices the phrase, “with freight added from 
Pittsburgh,” a number of companies are moving with 
considerable caution in the matter, pending full light on 
the methods to be followed by the Steel Corporation. 
There is some disappointment among independent manu- 
facturers that the Steel Corporation did not elect to 
contest the Federal Trade Commission order, because it 
is believed that a court review would have sustained the 
belief that the Commission did not possess under the law 
creating it mandatory powers. Indeed, there are hints 
that there may be action by independents seeking to test 
the commission’s order. 

Hardware business is fairly good. The response to 
favorable fundamental developments such as the high 
prices of farm products, the reparation plan, easy money, 
etc., has been slight and lately salesmen have been seek- 
ing information about the political situation, presumably 
because it is having some effect upon business. Steel 
mill orders are not holding up to the August rate and 
the prospect now is that the steel plants will not be as 
well employed in October as they are this month. It is the 
experience of some hardware jobbers here that September 
business will be as good as that for the same month last 
year. Outside of wire products, no important price 
changes were reported here recently. 


AUTOMOTIVE ACCESSORIES. — hol, with wholesale prices up 2c. per gal. that some jobbers got in their contracts 
Some interest is apparent in balloon more. Local jobbers are quoting from well below current wholesale prices. 

tire chains, but real activity is lacking 54c. to 58c. per gal. in small lots, price BOLTS, NUTS AND RIVETS.—Pitts- 
in other lines. Market is firm on alco- variations being explained by the fact burgh, Chicago and Cleveland for some 
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time having been on separate bases, the 
change from a sole Pittsburgh basing 
point on steel is not expected to have 
much effect on these products. Local 
producers expect they will have to do 
considerable equalizing of freights, but 
are disposed to hold at their latest 
prices. Jobbers’ prices show no partic- 
ular change; demands upon jobbers are 
moderate. 


We quote out of jobbers’ stocks 
as follows: 

Machine bolts, small rolled threads, 
60 per cent off list; all sizes cut 
threads, 50 and 10 per cent off list; 
carriage bolts, small rolled threads, 
50 and 10 per cent off list: all sizes 
cut threads, 50 per cent off list: nuts, 
hot-pressed blank or tapped, 3.50 to 
4c. off list; ¢.p.c. and t. bank or 
tapped, 3.50c. off list; rivets, small 
wagon and tinners, 60 and 10 per cent 
off list. 


CONDUCTOR PIPE.—Very good de- 
mand is reported in connection with 
winter repairs. Three-inch, No. 29 gage, 
is quoted out of Pittsburgh jobbers’ 
stocks at $4.80 per 100 ft. 


OAKUM.—Prices are stronger, a lead- 
ing maker now quoting spun open 
plumbers’ oakum at $3 per bale and un- 
spun marine grade at $6.50. 


PAINTS AND VARNISHES.—There is 
still a good demand for paints and sup- 
plies, with prices holding well as re- 
cent levels. 

Prices to retailers: 

Ready mixed paints, best grades, 
$2.85 per gal.; lower grade, $2.25; 
white lead, 14.75¢c. per Ib. in 100-lb. 
lots; 10 per cent less in lots of 500 
lb. or more and an extra 5 per cent 
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less for lots of a ton or more; turpen- 
tine, $1.05 per gal. in barrel lots; lin- 
seed oil, $1.16 per gal. in barrel lots. 


SOLDER.—Further decline in the price 
of tin is reflected in solder prices, which 
are down another cent a pound to 32c. 
per lb. for half and half. 

SHEET METALS.—Sheet copper is 
down ‘4c. per lb in keeping with the 
primary market, the local quotation be- 
ing 20%c. per lb. on direct mill ship- 
ments and 21%c. from warehouse. Good 
demand is noted. Sheet zine is slow, 
but steady, at $11.85 per 100 lb. in 
loose sheets and $10.85 in casks. 


SHEET STEEL.—It is still the report 
of local jobbers that demand is good 
and September gives promise of being 
quite as good as that month last year. 
The market is not expected to be seri- 
ously disturbed by the abandonment of 
Pittsburgh as a sole basing point on 
steel; it is expected merely that more 
business will go to mills nearest con- 
sumer’s plant than was formerly true. 


Prices out of Pittsburgh jobbers’ 
stocks: Galvanized flat, No. 28 gage, 
$5.60, base, per 100 Ib.; corrugated, 
No. 28 gage, 2% in., $4.80 per square, 
in lots of 1 to 9 bundles; one-pass 
cold rolled black, No. 28 gage, $4.50, 
base, per 100 Ib. 


STOVE PIPE AND ELBOWS.—Busi- 
ness is seasonably good and shipments 
against contracts are going out in good 
volume. Prices are unchanged. 


We quote polished blue nested 
stove pipe from Pittsburgh ware- 
houses, No. 28 gage, 6 in., $15.65 per 
100 joints; elbows, $1.54 per doz. 
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Nickeled stove pipe, 4 in., 85c. per 
joint; elbows, 75c.; collars, 40c. 


TIN AND TERNE PLATE.—So much 
of the capacity for making these lines 
is in Pittsburgh or the Pittsburgh dis- 
trict that the change in quoting meth- 
ods from an f.o.b. Pittsburgh base to 
a mill base is not expected to produce 
any material change in prices. Good 
demand holds for both tin and terne 
plates in this district, with prices at 
the levels they have been now for 
about a year. 


We quote roofing ternes, 40-lb. I-C., 
$22.50 per box 112 sheets, 20 x 28-in., 
from jobbers’ warehouses; furnace 
plate, 20 x 28-in., $13.50 per 100 Ib. 


WIRE PRODUCTS.—Change in the 
method of basing sales by the Ameri- 
can Wire & Steel Co. having produced 
lower prices for nails and wire in this 
district, which local independents, at 
least as far as this district is concerned, 
will follow, has brought a _ slightly 
lower jobbing level in this market. 
Nails are now quoted at $3.10 to $3.15 
base per keg out of jobbers’ stocks and 
new wire prices are being worked out 
to conform to the new mill schedules. 


Jobbers quote retail trade from 
stocks as follows: 

Wire nails, $3.10 to $3.15 base, per 
keg; galvanized, 2-point cattle wire, 
$3.15 per spool; galvanized, 2-point 
hog wire, $3.35 per spool; galvanized 
4-point cattle wire, $3.35 per spool; 
galvanized, 4-point hog wire, $3.65 
per spool; No. 9 annealed fence wire, 
$3 per 100 Ilb.; No. 9 galvanized 
fence wire, $3.50 per 100 Ilb.; woven 
wire fence, 7 bar, 26-in., No. 11 gage, 
$27.12 per 100 rods; same size, all 
No. 9 gage, $36.14. 


Increasingly Active Demand in Cleveland 


—Prices Are Holding and Few Changes 


(Cleveland office of HARDWARE AGE) 


Jobbers are booking a satisfactory volume of business 
and retailers report a more active demand. Retailers are 
keeping their stocks in fair shape but as a rule are buying 
in small quantities. There is a good seasonal demand for 
food choppers, lard presses and sausage grinders. Cider 


AUTO ACCESSORIES AND TIRES.— 
Retailers have begun to place orders 
for tire chain on which the prices are 
the same as placed in effect last spring. 
Accessories and tires are moving in 
fairly good volume. 


We quote from jobbers’ stocks, 
f.o.b. Cleveland: Millers Falls, No. 145 
jacks, $4.75; Reliable jacks, No. 1, 
$2.33; No. 2, $3.33, in lots of 12; Derf 
sperk plugs, 96c. each for all sizes in 
lots of less than 50; Champion X 
spark plugs, 45c. each for less than 
100 and 41c. each for over 100; Cham- 
pion regular, 53c. each for less than 
100, all sizes; 50c. each for over 100; 
Reliable jacks, No. 00, $1; No. 1, 
$1.25; Nos. 2 and 3, $1.75. 


AXES.—tThe current demand is light 
and stocks are good. 


Jobbers quote f.o.b. Cleveland as 
follows: First grade single _ bitted 
axes, handled, $19 per doz.; unhan- 
dled. $14.50 per doz.; double bitted, 
handled, $24.50 per doz.; unhandled, 
$20 per doz. 


BICYCLES.—Prices for 1925 have not 
been announced but some reductions 
are looked for owing to the recent cut 
in bicycle tire prices. 


BINDER TWINE.—There is still some 
activity in this owing to the demand for 
twine for tying corn but the demand 
for the season is pretty well over. 
Prices are unchanged. 
Jobbers quote f.o.b. Cleveland: 
Standard, first quality binder twine, 
$5.87% per bale. White sisal, first 
quality binder twine, $5.87% per bale. 
Second grade, $5.62% per bale. 
BOLTS AND NUTS.—Jobbers still 
have good stocks placed at the old 
prices and have not marked up their 
prices to conform with the 10 per cent 
advance made by jobbers. Consequent- 
ly on leading items mill and jobbers’ 
prices are the same. 


Jobbers quote f.o.b. Cleveland: 

Large machine bolts, cut threads, 
60 and 10 per cent off list; small 
rolled threads, 60, 10 and 10 per cent 
off list; carriage bolts, large and 
small, cut threads, 60 and 2% per 
cent off list; stove bolts, 80 per cent 
off list; hot pressed nuts, $4 off list. 


COASTER WAGONS.—These continue 
to move fairly well. Prices are firm 
and stocks are good. 


mills and fruit presses are moving fairly well. A demand 
for roasters has sprung up for the fall trade. Prices gen- 
erally are steady and firm and there are few price changes. 
The new prices on agricultural tool handles have been 
placed in effect by jobbers and show some declines. 


Jobbers quote f.o.b. Cleveland: 

Auto-Wheel coasters, rubber tired 
disc wheels; size 12 x 28, $5.50; size 
14 x 32, $6.43; size 14 x 34, $7.03; size, 
16 x 38, $7.73; size, 18 x 40, $8.33 each. 

Gendron line high grade rubber 
tires, size 14 x 32, 8-in., roller bear- 
ing disc wheels, $5.70; size 14 x 34, 
10-in. disc wheels, $6.75: size 16 x 
38, 10-in., disc wheels, $7.15; size 18 
x 40, 10-in. disc wheels, $7.55 each. 

Bowman All-steel line, size 13 x 
32%, No. 100 loose bearings, $4.50 
to $4.15, according to quantity; No. 
200, same with self-contained bear- 
ings, $4.75 to $4.40, according to 
quantity; No. 80, same with spoke 
wheels, steel tires, $4.50 to $4.15, ac- 
cording to quantity each. 

Sherwood Spring-Coasters, rubber- 
tired, ball bearing disc wheels, size 
14 x 32 x 8, $9.55: size 14 x 34 x 10, 
$10.40; size 16 x 30 x 10, $11.55. These 
are list prices. Cleveland jobbers of- 
fer a discount of 3314 per cent. 

American National Line—American 
30y Red Express Wagon, No. (6, 
$8.65 per doz.; No. 02, $15.80 per doz.: 
No. 4, $32 per doz. Little Toto Coaster 
Wagon, roller bearing, double disc 
wheels, No. 38, $2.20 each; No. 40, 
$3.65 each. Americain Coaster, roller 
bearing wood wheels, steel tires, No. 
41, $5.40 each; No. 43, $6.40 each. Na- 
tional Flyer Coaster, roller bearing 
double disc wheels, No. 51, $5.70 each; 
No. 53, $6.90 each. 
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GARDEN HOSE.—A recent price re- 
duction of 8 per cent caused consider- 
able price irregularity and at least one 
leading manufacturer has made an- 
other 8 per cent cut. It is believed that 
the prices are so low now that there 
will be no more shading from regular 
quotations. 


HANDLES (Agricultural and Tool).— 
The new prices for agricultural handles 
recently put out by manufacturers have 
resulted in a revision in jobbers’ prices 
and most of the items are lower. 


Jobbers quote f.o.b. Cleveland: 

Axe Handles.—No. 1 hickory, $4.25 
per doz.; No. 2, $2.90 per doz.; finest 
selected white hickory, $6 per doz.; 
special white second growth hickory, 
$5 per doz. 

Hatchet and Hammer Handles.— 
No. 1, 90c. per doz.; finest growth 
hickory, $1.50. 

Hay Fork Handles. — Straight, 
chucked and bored, XX, 4 
per doz.; 5 ft., 50 per doz.; 
4% ft., $4.15 per doz.; 5 ft., $5.10 per 
doz.; X, bent, 4% ft., $2.90 per doz.; 
5 ft., $3.20 per doz. 

Manure Fork Handles.—Bent, XX, 


4 ft., $3.90 per doz.; 4% ft., $4.25 per 
doz.: X, bent, 4 ft., $2.80 per doz.; 
4% ft., $2.90 per doz. 


Garden Hoe Handles.—XX, 4% ft., 
$3.30 per doz.; No. 


1, 4% ft., $1.50 per 
doz. 


Garden Rake Handles.—XxX, 6 ft., 
$6.25 per doz.; No. 1, $2.65 per doz. 

Shovel Handles.—Regular pattern 
XX, 4% ft., $5.90 per doz.; X, 4% ft., 
$3.75 per doz.; D handle, $5.60 per 


doz. 
Spade Handles.—X grade, $5.40 per 
doz. 


ICE SKATES.—These are moving in 
slow volume. Prices are firm. 


Jobbers quote f.o.b. Cleveland 

Union Hardware Co. polished screw 
clamp, No. 1624, 80c. each; same, 
nickel plated, No. 1624%, $1.10 en: 
hockey, screw clamp, No. 524%, $1.2 
each; same, nickel plated, No. 42414, 
$1.60 each: ladies’ hockey skates in 
corresponding grades, $1.45 and $1.85 
each. 


LARD PRESSES, ETC.—A good sea- 
sonal demand has sprung up for lard 


presses, sausage grinders and food 
choppers. Prices are steady at regular 
discounts. 


NAILS AND WIRE.—Mill prices on 
nail in Cleveland have been reduced 
15c. per keg and wire prices $3 per ton 
as a result of Cleveland being named 
as a basing point by the American 
Steel & Wire Co. The Cleveland price 
has been 10c. above the Pittsburgh base 
price and a further 5c. reduction had 
been made for both shipping points. 
Several days before the announcement 
of a new basing point, Cleveland job- 
bers made a 10c. reduction on nails and 
wire and some further revision will 
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probably follow the change in the 
basing point although a readjustment 
has not yet been made to meet the new 
situation. Prices given below are sub- 
ject to further change. 


Jobbers quote as follows, Cleveland: 

Nails, less than car lots, stock ship- 
ment, $3.30 to $3.35 per keg; No. 9 
galvanized wire, $3.65 per 100 lb.; No. 
9 annealed wire, $3.20 per 100 Ib. 
and cement coated nails, $2.85 per 
100 lb.; polished fence staples, $3.85 
per 100 lb.; galvanized fence staples, 
$4.30 per 100 lb. Miscellaneous nails, 
70 per cent off list. Cut nails, $3.50 
per keg 
‘ Wire brads, 70 and 10 per cent off 
is 

7 wire, 100 lb. spools, galva- 
nized, $4.30; Lyman 4 point cattle 
wire, 80-rod spools, $3.64; same, hog 
wire, $3 American special, hog 
wire, $2.73. Prices on barbed wire 
are base, stock shipments. 

While new 


OVENS.—Sales are fair. 
prices were recently announced on Boss 
ovens, other manufacturers have not 
yet come out with price changes. 


Jobbers quote f.o.b. Cleveland: 
Boss ovens, _ No. 75 and 750, $2.95 
each; No. 755, $3.50 each; No. 055, 
$2. 70 each. 


PAINTS AND OILS.—The demand for 
paint, oil, lead and turpentine for fall 
use has improved and is fair. Dealers 
are looking for more activity in inside 
finishings. Prices are unchanged. 


Jobbers quote f.o.b. Cleveland: 
Turpentine in bbls., $1.04%; 
than bblis., $1.16% per gal. 
Linseed oil in bbls., $1.16; less 
than bblis., $1.26. MBoiled, 2c. extra 
per gal. Denatured alcohol, 66c. per 
~~. in wood bbls. 
- Venetian red, in bbls., 3%c. 
per | in 100-lb. kegs, 4%4c. per lb. 
White lead, in 100-lb. kegs, 14%c. 
per lb.; in 50-lb. and 25-lb. kegs, 15c. 


less 


per lb.; in 12%-lIb. kegs, 15%4c. per 
lb.; in 500-lb. lots 10 per cent dis- 
count; other prices are net. 


ROASTERS.—Roasters have com- 
menced to move well for the Thanks- 


giving trade. Prices are unchanged. 


quote Savory _§roasters, 
f.o.b. Cleveland: 


No. 75 blued, $10.75 per doz.; No. 
200, blued, $14. 40 per doz.; No. 11, 
blue enameled, $20.75 per doz. ; 


41, blue enameled, $25.50 per doz.: 


No. 13, magnolia enameled, 928. 35 
per doz.;: No. 43, magnolia enameled, 


$36.75 per doz. 
ROPE.—The market is unsteady. Man- 
ufacturers look for a possible advance 
in prices and are not making open 
prices or taking contracts. 


Jobbers quote f.o.b. Cleveland: 

Rope, best grade manila, 19c. from 
stock: 18%c. from mill: second grade 
manila, 17%c. from stock; 17c. from 
mill. 

Sisal, 
mill. 


SASH CORD.—Some of the manufac- 
turers have issued new prices, making 


16%c. from stock; 16c. from 
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a reduction of about 3c. per lb. Jobbers 
plan to follow the market but have not 
sent out price changes and quotations 
below are as previously quoted, but 
subject to change. 


Jobbers quote as follows, Cleveland: 

Sash cord, No. 8 and larger, Sam- 
son, s88c. per lb.; Silver Lake, ; 
per lb.; Forest City, 55c per Ib.; 
Yale, 51e. per lb.; Aetna, 45c. per Ib.; 
Seine twine No. 12 in hanks, 64c. to 
67c.; 2-ounce ball, 66c. to 69c.; 1-lb. 
ball, 62c. to 65c. 


STOVE. PIPE AND ELBOWS.—The 
regular buying season is over but job- 
bers are getting a fair volume of pick- 
up business. Prices are unchanged. 


Jobbers quote f.o.b, Cleveland: — 
Stove pipe in crates of 25 joints, 


Security blued, 28 gage, 3 in., $3.35; 
4 in., $3.50; 5 in., $3.80; 6 in., $4; 
7 in., $4.65. 


Elbows, Security blued, corrugated, 
28 gage, 3 Lng $1.15; 4 ee $1.25; in., 
$1.40; 6 i . $1. 55; 7 i , $2. 10; all per 


doz 
Coal hods, galvanized, 17 in., $5.25 
per doz. for open models. Same size 
closed with funnels, $6. 50 per doz. 
Stove boards, Crystal, 33 in., $12.25 
per doz.; 30 in., $18 per doz.; 28 in., 
$15.50 per doz.; 26 in., $13.25 per doz. 
Crystal boards, wood lined, eg 


shape, 20 x 30 in., $1 per do 24 x 
36 in., $16.65 per doz.: 26 x 30 in., $16 
per doz. 


Crystal boards, paper lined, square 
shape, 24 in., $6.65 per doz.; in., 
$7.25 per doz.: 28 in., $8.10 per doz.; 
30 in., $9.65 per doz. 

Crystal stove boards, paper lined, 
oblong —s *y 18 x 30 in., $7.90 per 
doz.; 20 x 30 in., $8.30 per doz.; 24 x 
36 in., $10 per doz.; 26 x 30 in., $10. 50 
per doz.; 28 x 30 in., $10.75 per doz. 


WINDOW GLASS.—The fall demand 
is showing an increase. Prices are firm 
and unchanged. 


Jobbers quote f.o.b. Cleveland: 

Window -glass, all brackets, single 
A and B, 85 per cent off list; same 
double, 86 per cent off list. 

Single AA paper wrapped, 85 per 
cent off list; double AA paper 
wrapped, 85 per cent off list; lights, 
AA paper wrapped, 85 per cent off 


pure, in 12%-lb. lots, $6.75 
in 20-lb. kegs, $6 per cwt.; 

in 100-lb. lots, $5. 50 per cwt. Com 

mercial grade, in. 12%-lb. lots, $4.7 75 

per ewt.: in 25-lb. lots, $4.25 per cwt.: 

in 100-lIb. lots, $3.75 per cwt. Glaziers’ 

points range from 20c. to 22c. per Ib. 


WRENCHES.—The demand is fair and 
prices are being well maintained. 


Jobbers quote f.o.b. Cleveland: 
Trimo takes discount of 65 and 10 


per cwt.; 


per cent. Coes takes discount of 40 
and 10 per cent. 
Snap-On wrenches f.o.b. Pitts- 


burgh, No. 50, radio and electrical 


set, $4; tae 101, master service set, 
$15.25; 202 heavy duty set, $8.80; 
No. sos. ° Ford master service set, 
$14.85; No. 404, flexible socket set, 
$8.75: No. 505B, screw driver blades, 
$3.40; No. 900 set, square socket, 
$3.70. All Snap-On wrenches less 40 


per cent f.o.b. Pittsburgh. 








A salesman’s gall presupposes the buyer’s gullibility. But all folks are not gulls. 


thin ice of hammer-and-tongs sales tactics. 


before you open fire. 


Keep off the 


Today the buyer often knows your sales lures and snares 


Prospects are too well fortified nowadays to be held up by sensational attacks. 


The new method is to find a common ground and then show a genuine interest. The approach is through 


well-bred gentility. 




















October 2, 1924 





HARDWARE AGE 


Shelf Goods More Active— 
Shipments Prompt 
in New York 


ENERAL shelf hardware is more active in the Metro- 
(> politan hardware market. Seasonal lines have been some- 

what slow, due, it is said, to weather conditions, and 
that uncertainty which is believed to exist prior to all presi- 
dential elections. The elimination of the Pittsburgh Plus prac- 
tice is causing some confusion. It is the consensus of local 
opinion that no drastic reductions will be effected through this 
discontinuance. No definite announcement had been received 
from manufacturers at press time indicating any contemplated 
price action because of the abandonment of the Pittsburgh 
Plus. Jobbers in New York have not made any changes and 
do not expect any definite data regarding the manufacturers’ 
actions for some time. 

Factory shipments generally are very prompt. There are no 
serious shortages, though jobbers say it is likely that rope and 
twine may be higher and scarce before long. Dealers are being 
urged to order sleds, snow shovels, stove accessories and kin- 
dred winter items, to prevent shortages in the high-consuming 
season for these lines. 

Collections are much improved. Pick-up business is con- 
sistent. Salesmen’s orders are larger in number and individual 
volume. Stocks are not heavy, and there is an inclination to 
keep stocks down to a working basis. 

Bit stock and round-shank drills have been advanced 1214 
per cent; straight-shank drills have been increased 10 per 
cent; solder, linseed oil and cotton sash cord eased off slightly, 
but sash cord is expected to come back within ten days. Bolts 
and nuts quotations were unchanged at press time, but there 
was a feeling that higher prices might come through at about 
the time this issue reaches you. 








Dealers Urged to Consider 
Sled Requirements Now 


Jobbers are advising prompt atten- 
tion to the purchase of sleds. Early 
orders received to date have been com- 
paratively light, with the result that 
wholesalers are not likely to increase 
their stocks greatly in this item. 
Should there come a sudden demand at 
holiday time, or with the first snow 
storm, an acute shortage in the New 
York market might be expected. It 
is said that manufacturers are able to 
ship promptly to jobbers, and while 
the shortage would be overcome in a 
few days, it might cause some loss of 
sales to retailers if a delay were neces- 
sary. 


Jobbers’ quotations to 
f.o.b. New ork: 

Flexible flyers, No. 1, $2.67 each; 
No. 2, $3.33 each; No. 3, $4.17 each; 
No. 4, $4.67 each; No. 5, $6.17 each; 
Junior racer, $3.67 each; racer, $4.50 
each. 

Fire Fly, No. 9, $1.42 each; No. 10. 
$1.71 each; No. 11, $2.14 each; No. 12, 
$2.34 each; racer, $2.51 each. 

Sled backs, 75c. each. 


retailers, 


Stove Goods in More Demand 


Some increase has been noted in the 
demands for various stove goods. 





Stocks appear satisfactory, and prices 
are firm. 


Jobbers’ quotations to 
f.o.b. New York: 

Dampers, 4%-in., 10c. each: 5-in., 
10c. each; 5%-in., lle. each; 6-in., 
12c. each; 7-in., 18c. each. 

Stove pipe elbows, 4%-in., 13c. 
each; 5-in., 14c. each; 5%-in., 16%c. 
each; 6-in., 18c. each. 

Stove lifters, 1l-in., 6c. each; 2-in., 
7c. each. 


Stove pipe collars, 4-in., 3c. each; 
4%-in., 4c. each; 5-in., 4%c. each; 
51%-in., 5c. each; 6-in., 5%c. each. 

Stove boards, 24 x 24, $7.90 per 
doz.; 26 x 26, $8.55 per doz.; 28 x 28, 
$9.60 per doz.; 30 x 30, $11.40 per doz.; 
32 x 32, $13.45 per doz.; 35 x 35, $16.75 
per doz.; 30 x 36, $15.40 per doz.; 40 
x 42, $19.05 per doz. 

Pokers, 4 x 20 straight, 64%4c. each; 
% x 20 bent, 614c. each; Neverbreak, 
19¥%c. each. 


Ash sifters, rotary type, $2.10 each. 
Moore’s handy truck, $2.25 each. 


retailers, 


Galvanized Pails Slower 


Sales on galvanized pails are running 
light at firm prices. Stocks appear 
adequate. 


Jobbers’ quotations to 
f.o.b. New York: 

Galvanized pails, 8-qt., 19%c. each; 
10-qt., 22%c. each; 12-qt., 244%c. each; 
14-qt., 2714c. each; 16-qt., 33%%c. each. 


retailers, 





Nails Firmer 


The price of nails held firm since the 
recent drop of 15 cents per keg on cut 
nails. There is a strong demand for 
all kinds of nails, and shipments are 
fairly prompt. Stocks are not large. 


Jobbers’ quotations to 
f.o.b. New York: 
‘. Nails.—Wire nails, $3.65 base per 


retailers, 


eg. 
Cut nails, $4 base per keg. 
Wire nails and brads, in small lots, 
70-10 per cent off list, in 1-lb. papers. 
Roofing nails, 1 x 11, plain, $5.15 
_ 100 lb.; galvanized, $8.20 per 100 


American felt roofing nails, % x 
10%, plain, $6.50 per case. Galvan- 
ized, $10.25 per keg. 


Radio Batteries in Demand 


The Radio Fair has boosted the re- 
tail sales on radio batteries, which are 
very active in this market. Stocks are 
fair, and the prices quoted represent 
offerings of local distributors. 

Jobbers’ quotations to. retailers, 
f.o.b. New York: 

Batteries, No. 6, dry cells, ignition 
type, 26 to 29c. each. 

Radio ‘‘B” batteries, unit package 
quantities, No. 766, $1.30 each; No. 
764, $1.14 each; No. 767, $2.44 each; 
No. 772, $2.44 each; No. 770, $3.09 
each. 

Radio ‘“C’’ batteries, No. 771, 39c. 
each. 


Roller Skates Very Active 


Roller skates are very active in all 
sections of the city. While there is no 
shortage, the heavy demand is keeping 
stocks lean. Prices are firm. 


Jobbers’ quotations to 
f.o.b. New ork: 

Roller skates for boys, $1.42 per 
pr.; for girls, $1.52 per pr. 


retailers, 


Screw Demand Heavier 


Buying is heavier for screws of all 
kinds. Pick-up demand _ continues 
brisk. Some quarters offer additional 
5 per cent on flat head wood screws, 


bright, in full packages, otherwise 
prices are firm. 
Jobbers’ quotations to retailers, 


f.o.b. New York: 


Screws, flat head, steel machine 

screws, 70-10 per cent. 
ound head steel machine screws, 

70-10 per cent. 

Flat head brass machine screws, 
65-10 per cent. 

Round head brass machine screws, 
65-10 per cent. 

Flat head steel wood screws, bright, 
full packages, 75-20-10 per cent to 
75-20-10-5 per cent. 

Galvanized iron, 60-20-10 per cent. 

Flat head brass, 70-20-10 per cent. 

Round head blued, 72%-20-10 per 


ent. 
Round head nickel plated, 6214-20- 
10 per cent. 
Round head brass, 6714-20-10 per 
cent. 
Prices vary in different sections of 
the city. 


Cc 


Weather Strips Moving Well 


Weatherstrips continue to be a very 
active item in this market. Stocks are 
ample and prices unchanged. Strong 
interest continues for Wirf’s weather- 
strip, which is sold in 500-ft. reels. 
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Jobbers’ quotations to retailers, 
f.o.b. New York: 

Weather Strips.—Double edge, 60- 
10 per cent; special, extra quality, 
49-10 per cent; flexible, all rubber, 
60-5 per cent. 

Wood and rubber, No. $18: No. 
1, $18; No. 1%, $25.50; ND. 2, $29: 
No. 4, $36; No. 7, $43. 50, all per 1000 
ft. 

Flexible rubber strip, No. 8, $1.90; 
No. 9, $2.30; No. 10, $3.05; No. 11, 
$3.80, all per 100 ft. 

Metallic, No. 328, 2.15; No. 39, 
$2.55; No. 40, $2.90, all per 100 ft. 

Felt, No. 18, $2 Ib: No. 19, $2.75: 
No. 20, $3.15, all per 100 ft. 

Wirf'’s, 500 ft. on reel, 5c. a ft. 
This is a new line. 


Slight Reduction in Solder 


Solder eased off slightly last week. 
The present offerings are expected to 
hold for a time. There was a feeling 
in this market that prevailing prices 
were stiff. Stocks are adequate. 


quotations to. retailers, 
York: 

36c. per Ib. Strip solder, 
Kester solder, acid or 


62%ec. per lb. 


Jobbers’ 
f.o.b. New 
far solder, 
42c. per Ib. 


rosin core, 


Consistent Sales 
in Cotton Gloves 


Firm prices, ample stocks and con- 
sistent buying interests characterize 


the cotton glove situation in the New 


York market. 


Jobbers’ quotations to retailers, 
f.o.b. New York: 

(‘otton gloves, Boss leather palm, 
$5.85 per doz. pr.;: Boss Jersey, $2.80 


per doz. pr.; blue Knit wrist, $2.19 per 


doz. pr. 


Advances Expected on 
Rope and Twine 


In the face of a rising raw material 
market, which is being subjected to 
almost daily advances, rope prices have 
not as yet been advanced. There is a 
moderate demand for rope, and a very 
active sale of twine. Higher prices are 
expected for both of these items, as 
there is a scarcity of jute due to an 
unusually heavy foreign demand for 
this raw material. It is felt that there 
may be shortages on twine through the 
month of December. 


Jobbers’ quotations to retailers, 
f.o.b. New York: 

tope, No. 1 Manila, standard 
brands, 17%c. to 19%c. per Ib.; No. 2 
Manila, standard brands, 16lec. to 
ist%e. per Ilb.; No. 1 sisal, standard 
brands, 141¢c. to 16%c. per lb.; No. 2 


sisal, standard brands, 13%c. to 15'%c. 


per lb. 
Twine, No. 3 ply wrapping twine, 


No. 1, 22c. per Ib.; No. 2, 20c. per 
lb.; India hemp twine, No. 8, 15c. per 
lb.; BB twine, No. 60, 21%c. per Ib. 


Bolts and Nuts Unchanged 

















At press time, New York jobbers had | 


not announced any change in discounts 
for bolts and nuts. In view of the 
higher costs, which must be met with 
replacement orders for the last quarter, 
it is the consensus of opinion that job- 
bers may be forced to announce an 
advance, while this issue 
press. Stocks are fair, and the demand 
is satisfactory. 


Jobbers’ quotations 
f.o.b. New York: 


to retailers, 


| price, 


—————— 


is on the | 
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Bolts. — Common carriage bolts, 
small, 50 per cent; large, 40-10 per 
cent. 

Machine. bolts, small, 50 to 50-10 
per cent; large, 60 to 50-10 per cent. 

zag screws, 50 to_ 50-10 per cent. 

Stove bolts, 80 to 75-10-5 per cent; 
both flat and round head. 

Sink bolts, 75 to 75-10-5 per cent. 

Tire bolts, 45 to 50 per cent. 


Step bolts, 3314 

Screw anchors, 75-10 per cent. 

Lag screw shields, 80 per cent. 

Machine bolt shields, 65 per cent. 

Prices vary in different sections of 
the city. 

Spring cotters, 


per cent. 


50 per cent. 


Copper rivets and burrs, 40 per 
cent. 

Round head iron rivets, 60-5 per 
cent: Tinners’ rivets, black and tin, 
60-10 per cent 

Cap screws, 80-10 per cent. 


Temporary Reduction 
in Cotton Sash Cord 


There is a reduction of 2c. on cotton 
sash cord, but the reduction is not ex- 
pected to last more than 10 days. Lo- 
cal distributors feel that this easing is 
temporary, and that the former price, 
which is higher than the prices 
quoted this week, may be expected 
within the time stated. Interest is 
light, and stocks adequate. 
to 


weaae, No. 7, 
46c. per 


2c. 


Jobbers’ retailers, 
f.o.b. New 
Sash cord, 
7c. per Ib., 
lb., base. 
Sash cord, Etna brand, No. 7, 
per lb., base; No. 8, 39c. per Ib., 
Prices vary in different parts 
the city, according to quality 
brand. 


quotations 
York: 

Phenix 
ase; NO. 3, 


40c. 
base. 
of 
and 


Builders’ Hardware Active 


Builders’ hardware is in strong de- 
mand at firm prices. Stocks are fair, 
and the demand for butts is particu- 
larly good in this section. 


Jobbers’ quotations to _ retailers, 
f.o.b. New York: 

Butts.—3% x 3% case lots, 24c. per 
pr.; in less than case lots, 26%c. per 
pr. 

Garage Sets.—(Stanley, 1776J). Lots 
of 6, $2.95 per set. In lots | of less 
than 6, $3.10 per set 

Garage Holders. —(1774J). $0. 


Buck Saws Firm 


Buck saws are active at firm prices. 
Stocks are fair. 


Jobbers’ quotations to. retailers, 
f.o.b’ New York: 
Buck Saws.—3l)-in. blades, No. 50, 


SNe. each: No. 40, $1.20 each; No. 45, 
$1.28 each. 

Saw bucks are being quoted at 54c. 
each, ; 


Stormtight Stocks Fair 


Stormtight is a very active item in 
this market. There is no change in 
and stocks are said to be fair. 


Jobbers’ quotations to retailers, 
f.o.b. New York: 
Liquid Stormtight. 
black, $1.90 per gal.; maroon, 
per gal.: red and green, $3.40 
gzal.; l-gal. can, black, $2 per 
maroon, $2.50; red and black, 
Plastic Stormtight, 5- Ib. 
black, 22c. per lb.; maroon, 27¢. per 
lb.; red and green, 37c. per Ib.; 1-Ib. 
cans, black, 25c. per Ib.:; maroon, 
30c. per can; red and green, 40c. per 
can. Discount 33% per cent off list. 


5-gal. cans, 
$2.40 
per 
gal.; 
$3. 50, 


cans, 
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Scoop Demand Stronger 


Buying is stronger for scoops. Stocks 
are ample and prices firm. 


Jobbers’ quotations to 
f.o.b. New York: 

No. 2 steel ‘“‘D’”’ handle, $5.50 per 
doz.; No. 2, wood “‘D” handle, $7.25 
per doz.; long handled furnace 
scoops, $5 per doz.; Ideal “D’’ wood 
and long handle, $10 per doz. 


retailers, 


Prompt Delivery on Sheets 


Greater movement is predicted for 
galvanized sheets. There has been some 
dullness, but at the present time sales 
are better. Mill shipments are prompt, 
and prices steady. 


Jobbers’ quotations to retailers, 
f.o.b. New York: 

Galvanized sheets, No. 28 gage, 
in 150-lb. bundles, quoted at $5.60 in 


stock, 


Inquiries for Roofing Paper 


There have been a number of in- 
quiries for roofing paper, and a good 
volume of sales is expected through 


October. Stocks are in good condi- 
tion. 
Jobbers’ quotations to retailers, 
f.o.b. New York: 


Roofing paper, No. 1, $1.15 per roll; 
No. 2, $1.40 per roll, and No. 3, $1.65 
per roll. 


Tar felt, $1.89 per roll; Slaters’ felt, 


$1 per roll. 
Sheathing paper, 20-lb. rolls, 6lc. 
per roll; 25-lb. rolls, 77c. per roll. 


Futures on Snow Shovels 


Though snow shovel sales are light 
at the present time, dealers are mak- 
ing inquiries for prices and some busi- 
ness is being placed for delivery in No- 
vember. Long-handlei steel snow 
shovels were reduced 25c. per doz., the 


present price being $4.50. Stocks ap- 
pear adequate. 

Jobbers’ quotations to retailers, 
f.o.b. New York: 

Snow shovels, long handle steel, 
$4.50 per doz.; D handle, $5 per doz.; 
Ames, $9.35 per doz.; Boys’ snow 
shovels, $2.28 per doz.; galvanized, 
$12.65 per doz. 

Snow pushers, 18-in., $11.40 per 
doz.;: snow pushers, large type, 31 
x 12-in. blade, $2.75 each; 24-in., $16 
per doz. 


Drills Advanced 


Bit stock and round shank drills have 
been advanced 12% per cent. Straight 
shank twist drills have been advanced 
10 per cent. 


Issue New Prices on Cloth 
Window Ventilators 


Local jobbers announced new prices 
on cloth window ventilators. These 
show adjustments. 

Jobbers’ quotations retailers, 
f.o.b. New York: 

Cloth window ventilators No. 923, 
$3.75; No. 937, $4.25; No. 947, $5.65; 
No. 959, $6.25; No. 1537, $5.65; No. 
1549, $7.20, all per doz. 


to 
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: I ~When a home builder sees 
iy that you are furnishing 
ru hinges which even he 


NN knows by name, he will 
\ surely respect your judg- 
ment on large items. 
The benefits of selling 
McKinney Hinges pyramid. 
x This McKinney Butt-Hinge designed espe- 
cially for painting adds the final touch to 
& the painted interior so much in vogue. 


oo 
McKINNEY MANUFACTURING COMPANY, Pittsburgh, Pa. ~ 


_ 


a 


~— 














66 HARDWARE AGE October 2, 1924 


Prices of Nails and Wire Declines in Chicago 
Following Elimination of “Pittsburgh Plus” 


(Chicago office of HARDWARE AGE) 

HE acquiescence of the U. S. Steel Corporation 

to the Federal Trade Commission’s order for the 

abolishment of the “Pittsburgh Plus” practice came 
as somewhat of a surprise here. It was followed by 
the decline of forty cents per keg base on nails and 
the same reduction per hundred pounds on wire. There 
has also been a rather marked reduction on several items 
in the builders’ hardware line with the demand remain- 
ing fairly steady. 

Jobbers are reporting a reasonably steady demand, 
while the commercial agencies intimate a steady expan- 
sion of business that very closely approaches if not sur- 
passes that of the same period last year. 

A decided increase in the demand for wire goods in 
the agricultural districts has been reported and the pres- 


ent drop in prices should further stimulate this demand. 
Prices in general remain comparatively easy, in spite of 
a continued increase in buying. 

Continued warm weather in the agricultural States of 
the Middle West is responsible for optimistic crop reports 
and the estimated corn yield is better than it was only a 
few days ago. With prices of farm products maintain- 
ing a very satisfactory level and crop conditions fairly 
good it seems reasonable to believe that retail buying will 
continue to increase. 

Building activities, both in the larger cities and the 
rural districts, remain good and the materials market 
firm. Collections are steadily growing better and the 
money market is easy with an abundant supply for all 
legitimate purposes. 


AUTOMOBILE ACCESSORIES.—Sales We quote from jobbers’ stocks, We quote from jobbers’ stocks, 
h dv i f.o.b. Chicago: s-in. proof coil f.o.b. Chicago: American files, 60-10 
show steady improvement. chain, 50c. per 100 Ib.; Tenao, Bull per cent oft list; Nicholson, fles, 50 
w t f iobbers’ s Dog and Brown coil ‘chains, 50-10 per cent off list; Nicholson files, 60- 
f.o. oy Feral en eee | SON per cent discount: No. 00-4% electric per cent off list; Black Diamond files, 
Spark Plugs. —Splitdorf, 50c. each: welded cow ties, $2.75 per doz. 40-10-5 per cent off list. 


regular, 58c. each; Champion X, 45c. CLIPPERS, HORSE AND SHEEP.— FRUIT PRESSES AND CIDER 


each; lots of 100, 41lc. each; Cham- : : : 
pion Blue Box line, 53c. each: A. C. Prices have advanced in practically all MILLS.—Jobbers report volume of rush 
Titan, 58c. each; lots of 100, 5é6c. j " 
A. C.’ Special Ford, 44c. each. aaa aie 
Spot Lights.—Anderson, No. 3280, We quote from jobbers’ stocks, We quote from jobbers’ stocks, 
$6.50 each; Stewart, $5.67 each. f.o.b. Chicago: Stewart No. 1 clip- f.o.b. Chicago: Juicy fruit presses, 
Horns.—E. A. Electric (Ford), $4 ping machine, $14 list; one-man 3-qt., $3.40 each; 6-qt., $4.20 each; 
each. power shearing machine, $24 list; 12-qt., $5.75 each; Enterprise, No. 6, 
Jacks.—Reliable Jacks, No. 46, $2.50 top plates No. 90 and No. 360, $1.50 $5.50 each; No. 12, $7.30 each; Junior, 
each; in lots of 10, $2.25 each; Ajax, each list; bottom plates, No. 99 and $10 each; medium, $13 each; senior, 
No. 6, 90c. each; National Standard, No. 361, $2 list. Dealers’ discount, $18 each; extra large, $28 each. 
No. 21, $1.20 each. 33%, per cent. Stewart electric clip- Cider Mills—Junior, $21.75 each 
Pumps.—Rose 1%-in. cylinder, $1.55 ping machine, No. 85, pedestal type. medium, $25.50 each; senior, $38 
each. ges list; shearing. machine, 1, veae list, each; self feed, $16 each. 
hains.—Non-skid, dozen pair lots, oO factory icago, wit D> per 
33% per cent discount; 50 pair lots, cent discount to dealers. GALVANIZED WARE.—Manufactur- 
40 per cent discount. COPPER RIVETS AND BURRS.— ers continue to hold prices firm, with 


Tires and Tubes.—30 x 3% over- 


size cord tires, $10.45 each; regular Local prices are unchanged. Demand 


cord, $8 each; gray inner tubes, 30 


x 3%, $1.20 each: red inner tubes, continues strong. 


the demand in good volume. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Competition galvan- 


30 x 3%, $1.50 each. We quote from jobbers’ stocks, ized after made , water pails, not 
___. Prt : f.o.b. Chicago: Copper rivets and made of galvanized sheets with seams 
AXES.—Prices remain unchanged. burrs, 40-10 per cent discount. cemented, 8-qt., $1.95 doz.; 10-at., 


12-qt., $2.40 doz.; 14-qt., 


We quote from jobbers’ stocks, AVES TROUGH AND CONDUCTOR $2 7 aoe: galvanized washtube No. 1. 


f.o.b. Chicago: First quality single 


bitted unhandled axes, 3 to 4-Ib., $14 PIPE.—Sales are holding up and prices 85 doz.; No. 2, $7.15 doz.; No. 3, 
doz. base; double bitted, $19 doz. remain unchanged 38. 35 doz.; 1-bu. galvanized baskets, 
base; good quality black ’ unhandled ged. ; $6.50 doz.: 1%-bu., $8.25 doz.; 5-gal. 
axes, same weight, single bitted, $13 We quote from jobbers’ stocks, galvanized oil cans, galvanized ‘breast, 
doz. base: single bitted handled axes, f.o.b. Chicago: Single bead lap joint $7.75 doz. 
$15 to $22 per doz., according to qual- gutter, 5-in., $4.50 per 100 ft.; Cor- o 
ity and grade of handle. rugated conductor pipe, 3-in., $4.85 a. “~~ a ae 
° per 100 ft.; Plain ridge roll, 1%-in., —_ > 
BALE TIES.—Prices are unchanged. $3.80 per 100 ft.; Corrugated con- changed. 


We quote from jobbers’ stocks, ductor elbows, 3-in., 


$1.36 doz. 
We quote from jobbers’ stocks, 


f.o.b. Chicago district: Bale ties, 70 ELECTRICAL AND RADIO MER- ta Gime: Getlen tace, mood 


per cent discount. 


BOLTS AND NUTS.—There has been CHANDISE.—Radio demand shows a quality, molded hose, ¥%-in., 10%c. 


per ft., %-in., 13c. per ft., 3-ply, 


no further advance in prices. steady increase, with no change in good duality, ‘wrapped, | ein. 10¢. 
We quote from jobbers’ stocks, pe ol quality, "wrapped, Y%-in., Pon’ 
f.o.b. Chicago: Carriage bolts, cut We quote from jobbers’ stocks, per ft.; %-in. 14c. per ft.; 5-ply, 
thread, 50 per cent discount; small o>. Chicago: a good quality, wrapped, %-in., 9c. per 
carriage bolts, rolled thread, 50-10 lectrical Merchandise.—No. 14 ft.; %-in., lle. per ft. Lawn sprin- 
per cent discount; machine bolts, cut rubber covered wire, $7. = per 1000 klers, Rain King, $28 doz.: original 
thread, 50-10 per cent discount; ft.; in 1000-ft. lots, $7: No. 18 lamp fountain sprinkler, $8 doz.; "Rainbow, 
ab-S bar samt dichean: ai Gaees og Eg OR re ee eee 
- -o , . + 
bolts, 75-5 per cent discount; lag sockets, 20c. each; two-way plugs, GLASS AND PUTTY.—No changes in 
screws, 60 per cent discount. 60c. each; in a of 10, eee. a2: prices. 
’ . one-piece attachment plugs, § Il3c. 
BUILDERS HARDWARE.—Price de- each; two-piece attachment plugs, We quote from jobbers’ stocks, 
cline reported in some items. 12c. each; dry cells, boxes of 50, f.o.b. Chicago: Single strength A, 
w cane k 30%c. each; less than case lots, 34c. 25-in. bracket, 88 per cent discount; 
. Ag —_— hat jobbers — s, each. single strength A, 34 to 40-in., bracket, 
2 :, icago: p Ye -* steel —— Radio Supplies.—Radio B batteries, 86 per cent discount; single strength 
$2 76 pon ge gy on oe ‘erry No. 766, $1.40 each; No. 767, $2.62 A, all other brackets, 85 per cent dis- 
old copper and dull brass finish, $4.20 each. . : count; double strength Malte. eos 
per doz. pair; heavy steel bevel in- FIELD FENCE.—No changes in prices grades, $3.75 per 100 lb.; commercial, 
side, sets, case, lots, $7 per do%; have been reported as yet. $3.40 per 100 Ib. 
per set: wrought _brass bit-keyed ; We cduote from | jobbers’ gatocks. HATCHETS.—Sales are reasonably ac- 
front door sets, $3. per set, cylin- .o.b. Chicago: Fie encing, l™ per ; ; 
der front door sets, $7.50 per set. cent discount from list. tive. Prices seem firm. 


CHAIN.—No price changes and volume FILES.—Satisfactory sales volume is 


of sales continues good. reported. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $11.20 doz.; first qual- 


Reading matter continued on page 68 
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AiR-Way Lets the Outdoors In 
—or Keeps the Outdoors Out 


When the weather is warm and pleasant, sun rooms, sleeping 
porches and other rooms equipped with AzR-Way Multifold 
Window Hardware may instantly be thrown open to the bene- 


M. ultifold fits of sunshine and fresh air. 


Window Hardware And whenwinter comes, or sudden summer rains descend, these 
same rooms are quickly and securely sealed against the weather. 
The owner of a porch installation writes: “Now, when it rains, 
we have an enclosed room. And on pleasant days we have an 
open porch. While in winter we have a room which is easily 
kept warm.” 


That’s the notable advantage of AzR-Way. It either lets the 
outdoors in—or keeps the outdoors out. When open, AzR-Way 
provides an opening the full width and depth of the window 
frame. When closed, it is absolutely weather-tight and rattle- 
proof. And it operates without interference from either screens 





Prospective home builders or drapes. 

will appreciate it if you will 

7 lyre gy sen tin se A1R-Way is by far the most perfect enclosure for sun rooms 
nr ggg Sng Ma Mo re and sleeping porches. It also is ideal for bed rooms, living 
a + 2 ee rooms, dining rooms and kitchens. Old-fashioned double-hung 
ware. windows may easily be replaced with AzR-Way. 


Exclusive manufacturers of “Slidetite”—the original sliding-folding garage door hardware 








—— ichards-Wilcox Mf: oenpe 
1 pgposton. icnaras-wiicox’ 4Q, — Minneapolis 
: ye tl AHanever torany Door tnat Slides. , Kansas City 
: Cincinnati AU RORA, I LLINOILS, U. S.A, bat 
—" RICHARDS-WILCOx CANADIAN CO., LTD. a 
oo Winnipeg LONDON, ONT. Montreal 
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ity hatchets, No. 2 broad, $14.45 doz.; 


medium quality hatchets, No. 2 
shingling, $7.25 doz.; medium quality 
hatchets, No. 2 broad, $10.50 doz. 


HANDLED HAMMERS. — Hammer 
prices are well below 1923 and the de- 
mand has been very good. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: First quality, 16-oz. 
nail hammers, $10.50 doz.; first qual- 


$7.85 
nail 


itv, 16-oz. machinist hamme rs, 
doz.; medium quality, 16-oz. 
hammers, $6 doz. 


HANDLES, TOOL.—Prices very firm, 
but unchanged. Sales are in good 
volume. 
We quote 
f.o.b. Chicago: 
Axe Handies.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6 doz. 
Hatchet and Hammer WHandiles.— 
No. 1, 90c. doz.: finest second growth 
hickory, $1.50 doz. 


HINGES.—Prices 
changed. 


We quote 
f.o.b. Chicago: 


from jobbers’ stocks, 


have remained un- 


from jobbers’ stocks, 
Heavy strap ane. 
in bundles, 4-in., $1.26; 5-in., $1.7 
f-in., $2.12; S8-in., $3.54; 10-in., $5. 43 
per doz. pairs: extra heavy 4 hinges, 
in bundles, 4-in., $1.90; 5-in., $2.01 
6-in., $2.52; 8-in., $4.30; 10- in., 6. 13 


per doz. pairs. 
ICE SKATES.—Current demand will 


start later. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Key Clamp—Rocker, 
Men’s and Boys’, bright finish, 75c. 
pair; Half Key Clamp — Rocker, 


Women’s and Girls,’ bright finish, $1 
pair; Key Clamp—Hockey, Men’s and 
3oys’, $1.20 pair; Half Key Clamp— 
Hockey, Girls’, $1.40 pair. 


LANTERNS.—Prices are the same. 


We from jobbers’ stocks, 
Dietz D- Lite, $13 doz.;: 
with large fount, $14.25 doz.; Little 


Wizard, $8.50 doz.; Blizzard, $13 doz. 


LARD PRESSES AND SAUSAGE 
STU FFERS.—Demand is only fair. 


quote 
f.o.b. Chicago: 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Enterprise No. 25, 
4-qt., $7.28 each; No. 31, 6-qt., $7.89 
each; No. 35, 8-qt., $8.67 each. 


LAWN MOWERS AND GRASS 
CATCHERS.—Volume of future or- 
ders is reported as rather slow. 


We quote from jobbers’ 
f.o.b. Chicago: 

Lawn Mowers.—16-in. ball bearing, 
5-knife, ll-in. wheels, $12.35 each; 
16-in., ball bearing, 4- ‘knife, 10%-in. 
wheels, $10 each; 16-in. plain bear- 
ing, 4-knife, 10%-in. wheels, $8.65 
each; 16-in. ball bearing, 4-knife, 
9-in. wheels, $8.85 each; 16-in. plain 
bearing, 4-knife, 9-in. wheels, $7.35 
each: 16-in. ball bearing, 4-knife, 
8-in. wheels, $8 each; 16-in. plain 
bearing, 3-knife, 8-in. wheels, $5.85 
each. 

Grass Catchers.—Galvanized bot- 
tom, for 14 to 16-in. mowers, full 
packages, $8.80 doz.; galvanized bot- 
tom, for 18 to 21-in. mowers, full 
packages, $9.60 doz.; plain bottom 
canvas, for 18 to 2l-in. mowers, $7.60 
doz.; plain bottom canvas, for 12 to 
16-in. mowers, $5.90 doz. 


NAILS.—Abolishment of “Pittsburgh 
Plus” causes sharp decline in prices. 


We from jobbers’ stocks, 
f.o.b. Common wire nails, 
$3.15 cement coated, 


stocks, 


quote 
Chicago: 
per keg base; 
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$2.40 per keg base. The extra for 
galvanized nails is now $2.25 for 1-in. 
and longer; $2.50 for shorter than 
1-in. 


OIL STOVES.—Prices show no change. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Old line New Perfec- 
tion 2-burner stoves, $17 each list; 
3-burner, $22 each list; 4-burner, $28 
each list; new Improved New Perfec- 
tion 2-burner, $22 each list; 3-burner, 
$28.50 each list; 4-burner. $35 each 
list; Superfex 2-burner, $36 each list; 
3-burner, $45 each list; 4-burner, 
$58.50 each list. All subject to 30 
per cent discount. Lots of ten or 
more are subject to 30-5 per cent 
discount. 


PAINTS AND OILS.—Denatured alco- 
hol drops 2 cents in barrel lots. 


We quote stocks, 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, $1.15 
per gal.; 5-barrel lots, $1.10 per gal. 

Linseed Oil.—Boiled, barrel lots, 
$1. i’? per gal.; 5-barrel lots, $1.12 per 


$1.02 per 


from jobbers’ 


© int cttneeeee —Barrels lots, 


: ‘Denatured Alcohol.—Barrel 


lots, 
5dc. per ga 


il. 
White Lead.—100-Ib. kegs, $14.75; 
50-lb. kegs, $7.65; 25-lb. kegs, $3.90; 
12%-lb. kegs, $2. 
esi Paste.—Barrel lots, 6c. 


enattne 16-2. goods), white, $3.50 
per gal.;: orange, $3.25 per gal. 
English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 
PYREX WARE.—Store and window 


displays by retailers increasing. 


per 





We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 doz.; 
No. 214, $12 doz. 

Casseroles.—Round, No. 167, $12 
doz.; No. 168, $14 doz.; No. 183, $12 
doz.: No. 184, $14 doz. 

Casseroles.—Oval, No. 193, $12 doz.; 
No. 197, $14 doz. 

Pie Plates.—No. 202, $6 doz.; No. 
203. $7.20 doz.; No. 209, $7.20 doz. 

Tea Pots.—2-cup, $20 doz.; 4-cup, 
$24 doz.: 6-cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.; No. 
232, $14 doz. 

ROOFING AND PAPER.—tThe active 
sales continue and prices are still un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $1.95 per 
square; best tale surfaced, $2.35 per 
square: medium tale surfaced, $1.65 


light tale surfaced, 95c. 
red rosin sheathing, $55 


per square; 
per square; 
per ton. 


ROPE.—No change in prices, though 
Manila and sisal fiber are higher and 
may result in higher rope price’. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 Manila, stand- 
ard brands, 17% to 19%c. per Ib.; 
No. 2 Manila, 16% to 18%c. per Ib.; 
No. 1 sisal, 14% to 16%c. per Ib.; 


No. 2 sisal, 13% to 15%c. per Ib. 
SASH CORD.—Prices reduced two 
cents per pound for full bales of six 
dozen. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$10.55 per doz. Sanne: No. 8, $12.10 
per doz. hanks. 

SASH PULLEYS.—Sales continue fair. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pul- 
leys, 50c. doz.; barrels, 54c. doz.; 
Common Sense, 2-in., 60c. doz.; bar- 
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rels, 54c. doz.; No. 105, 52c. doz.; 


barrels, 48c. doz. 
SCREWS.—No price changes. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head, bright 
screws, 80-5 per cent new list; round 
head blued, 78-5 per cent new list; 
flat head brass, 76-5 per cent new 
list: round head brass, 74-5 per cent 
new list; japanned, 74-5 per cent new 
list. 


SOLDER AND BABBITT METAL.— 
The demand is holding steady. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted, 50-50 
solder, $35 per 100 1lb.; medium, 45-55 
solder, $34 per 100 lb.; tinners’ 40-60 
solder, $33 per 100 Il1b.; high speed 
babbitt metal, $20 per 100 lb.; stand- 
ty No. 4 babbitt metal, $12 per 100 


STEEL SHEETS.—The mills have an- 
nounced a price drop amounting to 19 
cents per hundred pounds on both gal- 
vanized and black sheets, but these job- 
bers have not as yet announced a de- 
cline in their prices, although they can 
be expected to do so almost imme- 
diately. 


STOVE PIPE, ETC.—Volume of orders 
for immediate shipment is large. Prices 
are very firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best full gage pipe, 
30 gage, 13c.; 28 gage, 15c.; 26 gage, 


17c. per joint. Corrugated elbows, 30 
gage, $1.35; 28 gage, $1.50 doz. Gal- 
vanized coal hods, 17-in., $5 doz. 


TRAPS.—Sales are picking up. High 
fur prices are causing big demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Triumph No. 0, $1.53 
doz.; No. 1, $1.83 doz.; No. 1%, $2.75 
doz.; No. 2, $3.60 doz.; Triple Clutch, 
115X, $2.75 doz.; No. 215X, $4.88 doz.; 
Victor No. 0, $1.65 doz.; No. 1, $2 doz.; 
No. 1%, $3.05 doz.; No. 2, $3.97 doz.; 
Oneida Jump No. 1, $2.38 doz.; No. 
1%, $3.48 doz.; No. 2, $5.37 doz. 


WIRE GOODS.—A sharp decline, due- 
o “Pittsburgh Plus” abolishment. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.05 per 100 lb.; No. 9 galvan- 
ized plain wire, $3.50 per 100 lb.; catch 
weight spool galvanized cattle or hog 
wire, $3.85 per 100 lb.; 80-rod spool 
galvanized hog wire, $3.34 per —— 
Polished fence staples, $4 per 
lb.; 12-mesh black wire cloth, $2. 10 
per 100 sq. ft.; 12-mesh galvanized 
wire cloth, $2.45 per 100 sq. ft.; 14- 
mesh bronze wire cloth, $6.20 per 100. 
sq. ft.; galvanized before poultry 
netting, 45-10 per cent discount; gal- 
vanized after poultry netting, 45 per 
cent discount. 


WRENCHES.—Prices remain the same.. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60 per cent discount; Coes’ wrenches, 
40-10 per cent discount; engineers’ 
wrenches, 25 per cent discount; Still- 
son, 70 per cent discount; Trimo, 
65-10 per cent discount. 

Snap-On Wrenches. — Radio and 
electrical set, $4; No. 101 Master 
Service set, $15.25; No. 202 Heavy 
Duty set, $8. 80; No. 303 Ford Master 
Service set, $14. 85; No. 404, Universal 


Socket set, $7; No. 505- B Screw 
Driver set, $3.40: No. 900 Square 
Socket set, $3.70. All Snap-On 


Wrenches less 40 per cent discount. 








Are You a Big Sale Worshipper? 


Continue to sell the big things in hardware. 


and alert. 
customers, all the time. 
Worshipper. 


It keeps you and your sales force “pepped up” 
But don’t forget the thousands of small items that keep you in touch with all your 
As a retail hardware merchant you cannot afford to be a Big Sale 


—Llew S. Soule. 
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No. 153. Drop 
forged through- 
out. Full pol- 
ished. Bladel¥& 
in. long. Over- 
all length 8 in. 


No. 150. Drop 
forged through- 


out. Full pol- 
ished. Blade 212 
in. long. Over- 
all length8!2 in. 


No. 152. Drop 
forged through- 
out. Full pol- 
ished. Blade 2% 
in. long. Over- 
all length 8% in. 


No. 252 is the 
sameexceptthat 

it is half pol- 
ished. 























No. 253 is the 
same except that 
it is half pol- 


ished. 


No. 250 is the 
same exceptthat 
it is half pol- 

ished. 


Now you can sell Hand 
Pruning Shears made by Disston 





that the Disston name stands 

for on tools to get quick turn- 
over and good profits on hand 
pruning shears. 

Customers will accept these 
Shears without a question when 
you say —“Made by Disston.” 

Eighty-four years of good tool- 
making have established the name 
Disston in the minds of tool users. 
They rely on it as a guide to tool 
satisfaction. 

Disston Hand Pruning Shears are 
made to the same exacting standards 


Yana can take advantage of all 


as Disston Saws, Tools, and Files. ~ 


Here’s why they are better: 


Drop-forged from one piece of 
Disston Steel. 

Correct in balance and design. 

Cutting edges hardened and tem- 
pered the Disston way to stay 
sharp. 

Equipped with safety band and 
Disston spring hook catch to keep 
blades closed when not in use. 

And with Disston patented ten- 
sion device — an invention that 
gives positive easy-to-adjust tension 
without springs. 

You will find the shears that suit 
your trade among the three Disston 
patterns. 

Packed six in an attractive dis- 
play-case for your counter. 


Order them from your jobber 


At the same time, select the 
hedge shears and pruning shears 
your trade wants from the Disston 
line. 


No. 1 Tree Pruner. For heavy work. 
Hardwood handles, 20 inches long; cutting 
edges 3% inches long; 27% inches overall; 
double heavy steel ferrules. Weight 3% lbs. 


No. 2 Vine Pruner. Same as No. | Tree 
Pruner excepting slightly lighter for smaller 
work. Weight 3 lbs. 


No. 3 Bull-Dog Pruner. Both jaws 
curved for cutting. Other details same as 


No. 1 Tree Pruner. Weight 33 lbs. 


No. 5 Utility Pruner. Handy, well-bal- 
anced shears for light pruning. Length 
overall, 16% inches; cutting edges, 34% inches 
long; black finished hardwood handles, 9 
inches long. Weight 1% lbs. 


No. 30 Hedge Shears. Notched blade; 
tang extendsthru handle and riveted onend. 
Furnished either full-polished blades with 
black hardwood handles or black - finished 
blades with natural finished handles. Furn- 
ished with 8, 9, or 10 inch blades as ordered, 


No. 20 Hedge Shears. Same as No. 30 
except that blades are not notched. 


No. 101-A Hedge Shears. Same as No. 
es oncoot tang extends only half way through 
andle. 


No. 100-A Hedge Shears. Same as No. 
101-A except without notches in blades. 


Ladies Pattern Hedge Shears. Same de- 
sign as Disston regular hedge shears except- 
ing made light in weight for ladies’ use and 
light work of all kind. 644" blade. 


No. 1102 Border Shears. Black-finished 
blades, 9 inch cut. Handles 36 inches long, 
fitted with heavy steel ferrule, riveted thru 


tang. Weight 44 lbs. 


No. 1103 Border Shears. Some as No. 
1102 except fitted with wheel, 2% x 3% inches. 
Weight 5 lbs. 


No. 1104 Border Shears. Same as No. 
1102 except blades cut at right angles to 
handles and fitted with two wheels,2 x % 
inches. Weight 5 lbs. 

No. 1105 Grass Shears. Trowel shank. 
Made from one piece of Disston Steel. 
Blades ground to cut evenly from point to 
heel. 5inch blade, 13 inches overall or 7 inch 
blade, 15 inches overal:, as ordered. 


Pole Pruners. Extra heavy, solid steel 
hook and cutting knife fastened to 114" 
square pole with 4%" ferrule. Made in 6, 8, 
10 and 12 foot lengths, as ordered. 


HENRY DISSTON & SONS, Inc. 
Makers of ‘“The Saw Most Carpenters Use”’ 
Philadelphia, U. S. A. 


DISSTON 


SAWS TOOLS FILES 











Pole Pruner 

















You get Free with six Disston 
Hand Pruning Shears this display 
case. When you get yours from 
your jobber set the Display on 
your counter; fold back the lid 
and let your customers examine 
the patented tension lock; let 
them feel howthe shears snuggle 
in their hand, all ready to work- 
withthem. They'll wanttoowna 
pair before they leave your store. 
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Spotty Demand in New England Market— 
Sales of Shelf Hardware Ahead of Last Month 


(Boston office of HARDWARE AGE) 


E New England hardware business, purely from 

the jobbing viewpoint, has grown spotty the past 
week, yet generally speaking it is quite good. 

shelf hardware end of business is excellent, with book- 

ings running not only above last month but last Septem- 

September will be a mighty good month for 

The mill supply business, indifferent a week 


ber as well. 
the jobbers. 


ago, appears to have taken on a new lease of life. 
heavy hardware business has slowed up noticeably in spots 
because of the uncertainty of the outcome of the steel 
mills abandoning the “Pittsburgh base” plan. 

The United States Steel Corporation and the Bethlehem 
Steel Co. have come out with the announcement that the 
Pittsburgh plan has been abandoned and prices on such 
things as nails, barbed wire, etc., have been adjusted ac- 


AXES.—The movement of axes out of 
jobbers’ stocks is assuming sizable pro- 
portions. Shipments are being made, 
however, on orders taken months ago. 
Current sales are comparatively light. 
Jobbers, almost without exception, 
however, say that their sales for 1924 
will run well above their 1923. 
beh quote from Boston jobbers’ 


stocks: 
Axes.—Single bit, $14.50 per doz. 
With han- 


base; double bit, $19.50. 
dles, single bit, $18.75 per doz. 


BARBED WIRE.—Along with other 
wire mill products there has been a re- 
duction in barbed wire prices amount- 
ing to 5c. per 100 lb. In the case of 
80-rod reels the reduction is less than 
5c. the package. 


BLACKSMITH SUPPLIES.—With the 
official opening of fall blacksmith sup- 
plies, heretofore in the doldrums, are 
beginning to show signs of life. To 
date new buying has embraced a wide 
variety of merchandise, but is of a con- 
servative nature. It may, nevertheless, 
be said that horseshoes are evincing 
more life, according to some jobbers, 
than they have in some years. 
We 
stocks: 
Anvils.—Standard makes, 


lb. 
Axies. 


quote from Boston jobbers’ 


19¢c. per 





Square bed, drawn bed and 
one piece, 3-in. and under, 12c. per Ib. 
Horseshoes.—American, Boss, Ju- 
niata, Phoenix, United States, Cin- 
cinnati, Standard and Burden, $7.50 
per keg base. No freight allowance 
on store shipments. 
Horseshoes.—Fancy or special, side 
Steel shoes, 


weights, 30c. per pair. 
per keg; toe 


XL or XXL, $9.25 
creased, $7.75; side wear, $9.75; 
calked, $9.25; extra light calked, 
$10.25; iron countersunk, $8.25; steel 
countersunk, $10; tips, $9. 25; XX and 
light driving, $9.25; XXX and feath- 
erweight, $9.25; mule, A 

Malieables. Py ey. except stake 
irons, 20c. per Ib.; stake irons, 17c.; 
threaded a. ha 30c. to 38c. Dis- 
count, Ic. on. 

Nails. —Horseshoe, Crown, No. 5, 
$6.15 per Keg» No. 6, $5. 65: 
$5.45; No. $5.30; Nos. 9, 
$5.15. eh, No. 5 , $5.80 per keg; 
No. 6, $5.45; No. 7, $5.25; No. 8, $5.10; 
Nos. 9, 10 and 11, $5. Additional 
charge of lc. a pound is made for lots 
of less than 25 Ib. 


Rasps.—Heller, 70 and 10 per cent 


discount; Superior, etc., 75 per cent 
discount; 
count. 

Springs.—Common wagon and car- 
riage springs, 12c. per Ib. base. A 
discount of Ic. 
trade. 


Stokes, 75 per cent dis- 


is allowed the retail 


The 


The 


circulation. 


$2.25 per 


Toe Calks.—Welded, dull, 
$2.50; 


box; sharp, $2.50; blunt heel, 
sharp heel, $2.50 


BOTTLES.—Here is an item that the 
retail hardware dealer should push to 
the limit just now. School children 
need something warm for lunch, and the 
same is absolutely true of the fellow 
who works out of doors, now that cooler 
days and nights have set in. Collective- 
ly retail sales of bottles are coming 
ahead very fast and jobbers substanti- 
ate such reports. One of the largest 
New England manufacturers of bottles 
is working its plant overtime in an ef- 
fort to keep up with incoming busi- 
ness. 
We 
stocks: 
Bottles.—Vacuum, 
& Clark line, No. 21, $1.75 each list; 
No. 22, $2.75; No. 70, $1.85; No. 71, 
$1.95: No. 72, $2.95; No. 81, $2.75; No. 
82, $4; No. 191, $2.35; No. 192, $3.60. 
Discount, 25 and 10 per cent. 
Fillers.—No. 00, 95c. each list; No. 
1, $1; No. 2, $1.60. Discount, 25 and 
10 per cent. 
CHAIN. — With wet and _ slippery 
weather only a matter of a month or 
so away, and with the possibility of 
snow in various parts of New England 
by Thanksgiving time, if not before, it 
might be well for the retail dealer to 
check up on his automobile tire chain 
stock and to formulate some idea as to 
his requirements during the next four 
or five months. Just now the jobbers 
are prepared to fill orders promptly, but 
they are by no means carrying excess 
stocks and a pinch in supplies is with- 
in the range of reason before the close 
of 1924. 
We quote from’ Boston 
stocks: 
Tire Chains.—McKay and Weed 
makes, 1 to 11 sets, 30 per cent dis- 


count; 12 to 49 sets, 35 per cent dis- 
count; 50 sets and more, 40 per cent 


discount. 

Machine Chains.—Twist length, 
fs-in., 15c. per Ib.; %-in., 13c. per 
Ib. ; rm -in., 12%c. per Ib. ; long or open 
length link chains, +- in., Yc. per 


quote from Boston jobbers’ 


Landers, Frary 


jobbers’ 


Ilb.; %-in., 15c. per Ib.; ’ $5-in., l4c. 
per lb.; #-in., 12%6c. per lb.; %-in., 
llc. per lb. 
Proof Coil Self-Colored Chain.— 
ome $14.65 per 100 Ib.; -in., 
fs -in., 11.20; %-in., 9.70; 
jin. * $9) 45; %g-in » ¥ i - in., 9.75: 
in., $9. 40: iB - -in., l-in., $8.80. 


For less than 100 te ‘diode 2c. per 
lb. additional is charged. 


cordingly. But on other mill products purchased in New 
England the price outlook is rather uncertain, and the 
price situation on bars, shapes, plates and sheets like- 
wise has not been settled to the satisfaction of the retail 
dealer and public consumer at large. 

While more or less unsettled, the situation is not as 
much so as might be expected. New England industries 
outside the metal working are gradually getting back to 
a normal production basis. 
number of New England people are getting money to 
spend once more and, although conservative in its pur- 
chases, the public is putting more and more money into 
Jobbers say the collection question is clear- 
ing, although there are the usual number of delinquents 
who, under any and all situations, are slow pay. 


That means that a greater 





Cable. ts - -in., $14 per 100 lb. net; 
M-in., $12.25; Y,-in., 12.75; %-in., 
Sie: tfe-in., $9; %- in., $8. 0D; 5- in., 
9.40. 


CLOCKS.—With the changing from 
daylight to standard time in various 
sections of New England has come a 
better movement of clocks out of stock, 
say jobbers. 


We quote from Boston jobbers’ 
stocks: 

Clocks.—New Te. line, Telltale, 
in case lots of 50, $1.2 each net; in 
less than case lots, $1. 20: radium dial, 
in case lots, $1.98; in less than case 
am, $2. Tom-Tom, in case lots of 

$2.15; in less than case lots, $2.20; 
ee in case lots, $2.80; in less 
than case lots, $2.20; radium, in case 
$2.80; in less than case lots, 

Thrift, in lots of 12, 94c.; less 
than 12, 98c.; in case lots of 50, 85c. 
Relay, in case lots of 25, $2.15; in less 
than case lots, $2.25. Vigilant, in case 
lots of 50, $1. 29: in less than case lots, 
$1.36; radium, in case lots, $2.13; less 
than case lots, $2.24. Tornado, No. 
4570, in case lots of 50, 95c.; in lots of 
12, $1; in lots of less than 12, $1.05. 


CLOTHES LINES.—Manufacturers of 
cotton clothes lines have advanced 
prices approximately 5 per cent and 
jobbers have taken similar action. 


COPPER AND BRASS.—The copper 
and brass market is fast acquiring the 
reputation of being in the solder mar- 
ket class. Price changes are frequent, 
and while they do not, as a rule, influ- 
ence the price to the retail hardware 
dealer, they serve to keep the whole- 
sale market constantly upset. Just 
about a month ago the American Brass 
Co. advanced brass and copper products 
loc. to %c. a pound. The company now 
announces a reduction of %c. a pound 
in brass sheets, %c. each in seamless 
brass tubing and sheet copper and %c. 
in bare copper wire. The market there- 
fore is practically back on last month’s 
basis. 

CUTLERY.—Business in scissors and 
shears, which has been lifeless for some 
time, is beginning to pick up. As is 
usual at this time of the year, the 
pocket knife business also is on the in- 
crease. Competition for business is ex- 
tremely keen, however, and no one dis- 
tributor appears to be overburdened 
with trade. Kitchen knives are in ex- 
cellent demand. An enormous amount 





(Continued on page 76) 
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TWIST 
DRILLS 


Why should you sell 
GTO Twist Drills? Be- 
cause they are of high 
quality, like all GTD tools 
—they give results, they 
please your customers. 

“Yes,” you say, “but so 
do the drills 1 have been 
selling.” 

“Undoubtedly,” we re- 
ply, “but how about your 
profit? Do you realize that 
your handling expense is 
greatly increased because 
you have two sources of 
supply? More letters to 
write, more shipments to 
check, more transportation 
to pay. Make more profit 
by lowering your over- 
head. Concentrate your 
purchases. Buy GYD twist 
drills° as well as GTD 
screw plates, taps and dies. 
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Other Products 


Taps and Dies ( GREENFIELD ’ TAP AND DIE 

















Reamers y_ © OR POR RATION 
S.A. 
Gages ~ GREENFIELD, MASS..,U. 
Pipe Tools Canadian Factory: Greenfield Tap and Die Corporation of Canada, Ltd., Galt, Ontario, 
“Li i Pt | Screw plates, taps, dies, twist drills, reamers, gages, 
—_ _—— & D pipe tools, machine tools. 


i nches 
Pipe Were New York Store—15 Warren St. 
Machine Tools Chicago Store—13 So. Clinton St. 
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" HAMMER =) 


BRAND” ”’ 
POCKET KNIVES 


Our best Advertisement is our 
Product. 


“Hammer Brand” Pocket Knives 
are made of the best materials ob- 
tainable, by skilled Artisans work- 
ing unhurriedly under the old-fash- 
ioned plan of Quality first. In 
“Hammer Brand” Knives you get 
the essential that makes good 
knives possible—S KILLED 
WORKMANSHIP. 


Our best method of Advertising is 
assisting our Distributors to ac- 
quaint their customers with the 
worth of “Hammer Brand” Knives 
and how to effectively use the Sales 
~ Helps we supply. 








NEW YORK 
KNIFE CO. 
Walden, 


New York 
U.S.A. 
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CHRADE Q)AFETY 
Push Button Knife 


No Breaki 
Na irea ting pf 


Sure to seli on sight. 

Absolutely safe in pocket and in use. 
or convenience you can’t beat it 

Easily operated with one hand. 

The safety slide locks the button. 

You can’t afford co be without it. 


Schrade Cutlery Co. 


Manufacturers of Superior Pocket Knives 
Factories: Walden, N. ¥Y., Middletown, N. Y. 
Main Office: Walden, N. Y. 

ORDER THROUGH YOUR JOBBER OR DIRECT 
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Fast Selling 
Attractive—Profitable qi) 
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No. 353 Carded Assortment 


Many other attractive Assortments in our No.6 


Catalog and supplements. Write for prices 


and samples. 














TRADE tem) MARK 


THE ACME SHEAR COMDANY 


BRIDGEPORT, CONN..US.A. @) 





1978 THE LARGEST MANUFACTURERS OF ie75 
SHEARS AND SCISSORS IN THE WORLD 
6 2 
tas O85 Toe OES 





RA= ORS _Mwrte 
must Make Good or We 


MR. DEALER: 
Sell More Razors by Using the Genco 


Silent Salesman Case 


100 Per Cent Profit on Every Razor Sold. 





Nationally Advertised and Absolutely Guaran- 
teed. 

This Assortment Consists of 12 of the Best- 
Selling Razors in the Ssrnce Line. 


These Assortments Can Be Procured Through Your 
Jobber. If He Cannot Supply You, We Can. 


GENEVA CUTLERY CORPORATION 
Geneva, N. Y. 
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Osewalions of a Culley Julesmun 


A Main Street Store and Razor Cartridges 


By JOHN CASSIN—A Man Who Knows 


whipped.” 

Evan Harris is acknowl- 
edged a successful merchant. As 
the able partner and assistant to his 
brother Jim, he has contributed to 
the growth and success of the large 
profitable hardware business they 
have built. Yet with all the determi- 
nation a strong, successful man is 
capable of, he said, “I dislike admit- 
ting I’m whipped.” 

But Evan, you are not whipped; 
your view point is incorrect. That 
is not your fault, the fault if any 
one’s, is the manufacturer’s, he has 
not presented his story completely 
or properly. 

'Let’s review the situation—you 
say you don’t want to sell razor 
blades at 79 cents for 10 and 40 cents 
for 5, because you think doing so 
is meeting cigar and drug chain 
store competition. Thats the wrong 
view, evidently caused by your belief 
that 79 cents is a cut price. It is 
not; 79 cents per package of ten is 
an established price. 

Whether or not it was accom- 


“— DISLIKE admitting I am plished with the guidance or as- 











Enjoy a Quick, 
Clean Shave With 


Gillette 


New Improved 


Razor 
Blades 





40c-79c Pkg. 


These genuine Gillette Blades 
were formerly priced at 50c 
and $1.00. You might just as 
ell shave with Gillette com- 
ork when it costs no more. 





This ad was used with much suc- 
cess by the White Hardware Co. 














fact that United Cigar Stores, 


sistance of an interested party—the Schulte’s, Liggett’s and other chain 


stores are selling razor blades for 
79c. per package of 10 is in itself 
sufficient reason to believe there 
must be an understanding about the 
adoption of this resale price. It ap- 
pears safe to assume that someone 
reached the conclusion that, as it 
seems, these large distributors de- 
sired to sell blades at apparently cut 
prices, so why not establish a price 
to meet their views. At the same 
time continuing the former or pres- 
ent list prices that the majority of 
retailers as well as users have as- 
sumed to be the regular retaii prices. 

If this deduction is reasonable and 
sound, as I feel sure it is—then in- 
stead of being whipped into meeting 
cut prices, you are only accepting the 
use of what has become an estao- 
lished price and conducting your 
business as a Main Street Merchant 
by pricing your merchandise at fig- 
ures that permit your customers to 
obtain standardized items at the 
same prices they would pay to the 
chain store. 
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The next day Evan Harris issued 
instructions to make razor blade 
prices 79 cents per package of 10, 
and in the store’s advertising col- 
umns that appear every day in the 
local newspapers they advertised 
razor blades for 79 cents per pack- 
age of 10, thus with a comparatively 
small item, yet one of importance, 
because of its general use, giving 
their customers Main Street Store 
treatment. 

While it may appear that the ac- 
ceptance of the 79 cent price does 
not permit the owners of the smaller 
stores to profitably sell this mer- 
chandise at this price, yet when we 
stop to think about the ease of ob- 
taining these goods, the small 
amount of space occupied, the low 
handling cost plus practically no 
sales cost, as in most instances the 
sales are “demand sales,” then we 
are nearly ready to believe that every 
hardware merchant can profitably 
sell razor blades at the established 
price. Of course, at present there 
are many instances where the hard- 
ware merchant orders blades from 
his jobber, pays the regular price 
and resells the few he handles for 
$1 per package. 

In small communities and out of 
the way places where razor blades 
are handled as an accommodation 
item the $1 retail price will prob- 
ably continue. But if your store is 
located in city or town where mer- 
chants of other lines are offering 
razor blades, either because of the 
large market for them or to attract 
new trade, then you are on the Mer- 
chandise Highway of Main Street 
stores, be that street Broadway, 
New York, State Street, Chicago, or 
Landis Avenue, Vineland. To hold 
your own or better, for self and 
customers you have to use Main 
Street methods, including prices. 
The multiplicity of Landis Avenues 
makes a greater street along which 


HARDWARE AGE 
a larger volume of business is trans- 
acted than can ever be enjoyed by a 
State Street or a Broadway. 
A satisfied customer is your best 
advertisement. The investigator 


of this subject of resale prices for 
razor blades has run across many 


Razor Blades 
AT CUT PRICES 


0 »« (illette Blades 79° 
50‘ Gillette Blades - 40° 
50's Auto Strop 
50°: Durham Duplex 
50° Gem Blades - 
40‘zEver Ready - 23° 
35% Enders ~ 216 
NewBlades Direct from the Factory! 


RAZOR BLADES | 


79 \ 














60 
39 
1s | 





These posters were used by one of 

the chain stores. The lower poster 

was used in the window and upper 

one inside 

instances where men have paid $1 
for a package of blades and walked 
out of the store dissatisfied. When 
men know they have paid you more 
for an article than other merchants 
ask for the same article, they are 





October 2, 1924 


apt to regard yours as a high priced 
store. The writer has also been in- 
formed that certain stores overcome 
the objection to the $1 price by lay- 
ing stress upon the point that the 
blades offered are “genuine—direct 
from the factory blades.” If this 
point is emphasized to convey the 
impression that the blades on sale 
at 79 cents are not genuine, it is 
“‘small business” as well as a serious 
error of judgment. There is a 
quotation credited to Abraham Lin- 
coln that aptly refers to errors of 
this kind. 
Safety razors are the shot guns 


and rifles—razor blades are the 
shells and cartridges. 


If some morning at the time most 
of the men and older boys of your 
neighborhood are usually shaving, 
they would assemble near your front 
door and fire a volley from shotguns 
and rifles and repeat that perform- 
ance day after day, and every once 
in a while throughout the day and 
evening you heard a few straggling 
shots just to remind you there were 
a few more, you would be impressed 
with the amount of ammunition used 
and the market for guns and rifles— 
you would try to get some of the 
business. 

Safety razor users are not making 
much noise, yet every day they are 
using razor cartridges—blades; they 
are obtaining blades, so ’tis evident 
someone heard their noise and used 
means to attract their attention. 

During the past twenty years self- 
shaving has increased a thousand- 
fold. Right now each of the leading 
safety razor manufacturers are of- 
fering unusually attractive razors at 
prices that permit you to make a 
good profit. Become interested in 
the sale of razors and you will en- 
joy the razor cartridge business. 

Accept the established prices and 
brand yourself a MAIN STREET MER- 
CHANT. 








tomer for the 


Display them with 
your cutlery! 


ACE HARDWARE 
MFG. CORP. 


Philadelphia 


Chicago San Francisco 





Every customer for a knife is a cus- 









Gentlemen: 





Can’t Get Along Without It 


Hardware Age Pub. Co., 
New York, N. Y. 


Enclosed, find check for $3.50, payable on sub- 
scriptions, as follows: 

C. C. Workman, P.O. Box 128, Ashland, Ala. $3.00 

Ashland Hdwe. Inc., Ashland, August-Sept. 

The writer has been a subscriber to your valuable 
paper several years and would not know how to get 
along without it’s weekly visits. 


50 


Respectfully, 
(Signed) C. C. WORKMAN, 
Ashland, Ala. 
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“Tl Wish I Had a Knife That Would Cut Like That” 


BUTCHER: “Madam, you can buy one at any good hard- | 
ware store—just ask for a Foster Bros. Butcher Knife for | 
home use.” | 








Other Knives | 
polo Fats hee Mr. Dealer, if anyone knows real Butcher Knife quality, it’s the butcher, | 
Bros. line includes himself. He cuts meat from morning till night and must have knives that | 
foo Hdhe, Dilkalon: cut perfectly and hold a keen edge. | 
Knives, Ham and | 
a All Foster Bros. Knives cut perfectly and hold a keen edge, so you see | 
Oyster and Clam the liberal profit is not the only reason for selling them. Besides there’s 
es sate a world-wide reputation back of every knife that Foster Bros. make. 


every requirement. 


In styles, sizes and SELL MORE KNIVES 


at geet: of “tit fully By Selling The Right Knife For Each Purpose 











Please order from your jobber. Send for Catalog 
No. I¢@. It shows the complete line of cutlery. 


Guaranteed. 


JOHN CHATILLON & SONS 


Manufacturers | 
Established 1835 | 
85-99 Cliff Street New York City, N. Y. 
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of such knives goes into consumption 
throughout New England each year. 
The stagnant condition of the boot and 
shoe making industry up to within a 
few weeks is illustrated by the lack of 
demand for shoe knives. The banner 
year on such knives was during the war. 
Local jobbers are not doing 5 per cent 
of the wartime business today. 


We quote from Boston jobbers’ 
stocks: 

Knives.—Kitchen, No. 303, 80c. per 
doz. net; No. 333A, $2.50. Slicers, No. 
283, $5.25; No. 283A, $6; No. 2017, 
$5.25. Butcher, No. 200, 5-in., $3; 
-in., $3.25; 8-in., $4.75; 9-in., $6; 10- 
in., $7; 12-in., $10; 14-in., $12. Ebony 
handles, 8-in., $7.75; 10-in., $10.75; 
12-in., $14.25 Grapefruit, No. 342, $2. 

Straight Shears.—Universal _ line, 
jappaned, 6-in., $s <3 doz., net; 6% 
in., 8.50; 7-in., $9: 7%-in., $9.55- 
in., $10.10; 9-in., $12. Nickel- plated, 
6-in., $9.15; 6%4-in., $9.55; 7T-in., 
$10.10; 7%-in., $10.75; 8-in., $11.15; 
-in., $14. Left hand, 7i%-in., $13.80. 

Bent Trimmers. — Ja panned, 7-in., 
$9.55; 8-in., $10.75; 9-in., $13.55; 10- 
in., 6.90. 

Barbers’ ee ee plated, 
7%-in., $12 per doz. net; 8-in., $12.80. 

Scissors.—Pocket, 4- My $8.35 per 
doz. net; 4%-in., $8.65 ‘ Embroidery, 


3l%-in., $7.65: 4-in., $8.3 Ladies’ 
4-in., $8. = 414-in., at: 5 -in., $9; 
6in., "$10.3 


|; CUTTING TOOLS.—There has been a 
‘general revision, after months and 
months of stability, in cutting tool 
prices by the manufacturers. There are 
some exceptions, but théy are few. For 
instance, bit stock carbon drills, from a 
jobbing standpoint, remain at 60 per 
‘cent discount. All other kinds of car- 
bon drills, however, are 50 and 10 per 
cent, contrasted with 60 and 10 per cent 
to 65 and 10 per cent heretofore. Man- 
ufacturers have advanced prices slight- 
ly on the larger sizes of high speed 
drills and have lowered those on the 
smaller sizes, but to date the jobbing 
trade is standing pat on its lists. 


We quote from Boston jobbers’ 
stocks: 

Drills.—Carbon sizes up to l1'in. 
tapered, and straight shank, 50 and 
10 per cent discount; bit stock drills. 
60 per cent discount; center drills, 65 
per cent discount; drills and counter- 
sinks combined, 20 per cent discount; 
ratchet drills, 30 per cent discount; 
wood boring brace bits, 50 per cent 
discount; high speed drills, 50 and 10 
per cent discount; jobbers’ letter and 
number sizes, 50 and 10 per cent dis- 
count; electricians’ drills, 10 per cent 
discount. 

Reamers. — Bit stock, 20 per cent 
discount; bright square and T. 8S. 
standard makes, 65 per cent dis- 
count: checking. 25 per cent discount; 
tapered pins, 49 per cent discount; 
escutcheon pins, 45 per cent dis- 
count; small fluted rose and socket 
reamers, 20 per cent discount. 


FREEZERS.—Leading makers of ice 
cream freezers are out with prices for 
next season, which show virtually no 
changes from those quoted in 1924. 


We quote from Boston jobbers’ 
stocks: 

Freezers.—White Mountain, 1-qt., 
$4.85 list: 2-qt., $5.65: 3-at., $6.75; 
4-qt., $8.25; 6-qt., $10.45: 8-qt., $13.50; 
19qt., $18: 12-qt., $21.50: a $25; 
20qt., $33.20; 25-qt., $42.6 


$16. 65: 15- ~f $23. 30: 20- qt., " $30. 
Jobbers’ discount, 50 per cent from 
store or factory. 
Alaska, 1-qt.. $2.95 list; 2-qt., $3.45; 
3-qt., $4.10; 4-qt.. $5: 6-qt., $6.30; 
Sqt., $8.20; 10-qt., $10. 75; 12-qt., $14; 
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15qt., $17. Discount, 20 and 10 per 
cent. Alaska special, 2-qt., only $2.25 
less one-third off. 

Auto Vacuum, 1-qt., $5 list; 2-qt., 
$6; 3-qt., $8; 4qt., $10. Discount, 
33%, per cent. 


FRUIT PICKERS. — This being the 
height of the fruit season in New Eng- 
land, fruit pickers are selling more free- 
ly, so say both retail and wholesale 
houses. 


We quote from Boston jobbers’ 
stocks: 

Fruit Pickers.—Peerless, No. 299, 
without wire-wound socket, $5.50 per 
doz. net; Perfect, No. 327, $5.50 


IRON AND STEEL.—Although cold 
rolled steel is reported at $2 a ton 
lower in other markets, notably New 
York, local jobbers have not changed 
their prices. In fact, jobbers are re- 
luctant to change prices on any kind 
of iron and steel until the mill situation, 
as a result of the abandonment of the 
Pittsburgh plus basis, is a little more 
clearly defined. 


We quote from Boston jobbers’ 
StOcKsS: 

Steel.—Soft steel bars, $3.26% per 
100-lb. base; flats, $4.15; plain con- 
crete bars, $3.51%: deformed con- 
crete bars, $3.51%; tire steel, $4.50 to 
$4.75; open hearth spring steel, $5 
and "$10; crucible spring steel, $12; 
bands, $4.01% to $5; hoops, $5.50 to 
$6; half rounds, $4.90; ovals, $4.90; 
hexagons, $3.26%4; cold rolled steel, 
$4.15 to $4. at toe calk steel, $6; struc- 
turals, angles and beams, $3. 36%; 
plates, $3. S85. to $3 

lron.—Refined iron bars, $3. eR: 
best refined, $4.60; Wayne, $5.5 
Norway iron rounds, $6.60; PA 
and flats, $7.10. 

Differentials.—Quality, lots of less 
than 1000 lb. of a size, 50c. per 100 
Ib. extra; lots of 1000 to 1999 Ib., 20c. 
extra. 


NAILS.—Wire nails have been reduced 
5c. a keg by makers and jobbers. Man- 
ufacturers of cut nails, in some in- 
stances, have met the reduction in wire 
kinds, but jobbers have not as yet re- 
adjusted their prices. 


We quote from Boston jobbers’ 
stocks: 

Nails.—Wiire, $3.80 per keg, base, 
from stor: from mill in less than 
carload lo*s, $3.05 per keg, base, and 
in carload lots, $2.80 per keg base, 
f.o.b. Pittsburgh. Galvanized wire 
nails, l-in. and longer, add $2.50 per 
keg; shorter than l-in., $2.75: cut 
nails, from store, $4.15 per keg base; 
hardened steel, $8.10; direct ship- 
ments from mill, car lots, $3.50, less 
than car lots. $3.65, f.o.b. Pittsburgh; 
Tremont, in less than car lots, $3.85; 
hardened steel, $7.60 f.0.b. Wareham, 
Mass.; galvanized, 4-pennyweight 
and smaller, $6.30 f.o.b. factory base; 
larger, $7.05; from. store, 4-penny- 
weight and _ smaller, $6.80 base: 
larger, $7.55: cement coated nails 
from mill, in less than carloads, $3.75 
per keg base: in carloads. $3.45: hard 
steel nails, from store. $810 ner keg 
base: from factory, $7.60: blued 3- 
pennyweight, light sterilized lath, 
$2.05 ner keg. Galvanized roofing 
nails. ™%-in. head, $8.10 to $8.70 per 
keg net. 


POULTRY SUPPLIES.—Jobbers here 
say that new prices, showing a decline, 
will be made public within a week. The 
wholesale trade is shipping out goods 
wanted in the future, purchased some 
time ago. New current business is 
largely confined to chicken require- 
ments, such as fountains, feed holders, 
etc. 


We quote from Boston jobbers’ 
stocks: 
Incubators.—Buckeye line, oil and 


hardware field. 


order received 


gas heater, No. 1, ses. a each, nee; 
31.15; N 4: N 


line, style K, No. 20, 70 egg SoeoT BY: 
$16. 50, each; 'No. 21, "420 eBES, $27.50 
eges, $36.75 
eEus, *337. 50: No. 2, 135 ag °'537. 50; 
No. 3, 180 eggs, $44.50; No. 4, 275 
eggs, $57.75; No. 5, 400 eggs, $68; No. 
25, 00 eBEs, $103; No. 35, 800 eggs, 
$13 No. 45, 100 0 eggs, $157. 
ned "30 per cent. 
Brooders.—Buckeye line, coal, No. 
18, $15.05 each net: No. 19, $18.55; 
oil burner, No. 20, $8.23; No. 21, 
$10.85; No. 22, $13.30: No. 25, coal 
burner, $21; No. 27A, oil burner, 
$12.25; No. 28A, sis; No. 29A, $15.75; 
Queen line, No. 600 chick capacity, 
$21.50 each; No. 7 1200 chick capac- 
ity, $26.50. Discount, 30 per cent. 


PYREX OVEN WARE.—The recent in- 
troduction of new numbers by the 
makers of Pyrex oven ware greatly 
stimulated business in the general line. 
Orders booked by jobbers are for both 
immediate and future requirements, 
largely future. 


We quote from Boston jobbers’ 
Pyrex Oven Ware stocks: 

cer 9 Bp ngs gy No. 100, 2%- 

$1.67 each; No. 101, 2-qt., $1.33; 

Ne 102, 1%-at., $1.17; No. 103, 1-qt., 


$1.83; No. 190, 3-qt., $2. Square, 
No 110, $1.33 eac h. 

Pudding Dishes.—Round, deep, No. 
120, 2%-qt., 93c.; No. 121, 2-qt., 80c.; 
No. 122, 1% - qt., 67c.; No. 123, 1-qt., 
57c.; No. 124, 1- at., 40c. Round, 
shallow, No. 132, 1- -qt., 57c.; No. 155, 
12 -at.. 67c.; No. 18B, 1- -qt., 57c. ; 

No. 184B, 114- -qt., 67c.; No. 185B, 2- 
qt., 80c. Oval, deep, No. 193B, 1-qt., 
57¢c.; No. 197B, 1-qt., 67c. Round, 
standard, No. 463, ™%-qt., 40c.; No. 
464, 1-qt., 57c.; No. 465, 1%4-qt., 67c.; 
No. 466, 2-qt., 80c. Square, No. 800B, 
1%-qt., 83c. 

Bread Pans.—Oblong, No. 212, 60c.; 
No. 214, $1. 

Cake Dishes.—Round, shallow, No. 
220, 50c.; No. 221, 50c.; Square, No. 
809, 67c.; No. 810, $1. 

Pie Plates.—No. 202, 50c.: No. 203, 
60c.; No. 206, 33c.; No. 207, 40c.; No. 
208, 50c.; No. 209, 60c.; No. 210, 67c.; 
No. 211, "730. 

Custard Cups.—Round, No. 422, 6- 
oz., 17¢c.; No. 425, 4-o0z.. 13c.; French 
pattern. No. 424, 4-oz., 13c.; No. 426, 
6§-0Z., 17c. 

Ramakins.—Round, No. 432, 3%- 
oz., 10c.; No. 442, 4-oz., 13c. 


RADIO GOODS.—Radio goods continue 
one of the brightest spots in the shelf 
Everything from sets 
down to the smallest item are moving 
in good volume, and the average retail 
in good proportions. 
The radio show in New York undoubt- 
edly has done much to keep public in- 
terest on its toes. 


We quote from Boston jobbers’ 
stocks: 

Se iy ee No. 5, $105 each 
list; No. 6, $185; No. 15, $142. 50. Dis- 
count 35° ‘per cent. Eagle, balanced 
neutrodyne receiver, $175 list. Dis- 
count 35 per cent. Synchrophase 
broadcast receiver, $155 list. Dis- 
count 35 per cent. Cook’s De Luxe 
installation, $400 net. Crossley — 
Newport, $100 each; discount per 
cent. Trirdyvn, $65; discount 35 per 
cent; special $75, discount 35 per 
cent; No. 51, $18: No. 51A, $14; No. 
51P, $25: No. 50, $14.50; No. 50A, $18; 
No. 50B, $18: No. 52, $30. Discount 
33% per cent. 

Batteries.—Yale, B, 45 volts, $3.75 
each list: 22% volts, $2. Discount 
35 per cent. 

Battery Charge.—Anpco line, in lots 
of less than 10, $13.50 each net. 
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ORRID 


ELECTRIC 
SOLDLRING (RON 


The Best Tool 
for the Best Workmanship 


Good soldering requires a good iron—one that will heat to the proper tem- 
perature at the point, where the heat is needed—one that will hold this heat 
steadily and evenly until the job is done. 


Such an iron is the TORRID, a new member of our nationally known family 
of electrical appliances with an established reputation for quality. 


The TORRID Electric Soldering Iron is an efficient, practical household appli- 
ance, indispensable to the radio builder and exceedingly useful in many other 
ways. It has a genuine NICHROME heating element of exclusive design 
and special construction; a cool, comfortable, hand-fitting grip; removable 
copper tip, with pencil-point for radio work (all-purpose point for general 
use supplied if requested); six-foot connecting cord, rubber covered, with 
highest grade mercerized braiding; and two piece, separable attachment plug. 
TORRID is packed individually in an attractive, folding box suitable for 


display purposes. Instructions and guarantee included. 


The Christmas rush for radio outfits and accessories will mean 
a big demand for TORRID Electric Soldering Irons. In order to 
insure shipments reaching you in good season, we earnestly rec- 
ommend the immediate placement of orders. Write or wire 


today. Direct all inquiries to HARDWARE DIVISION. 


The FRANK E.WOLCOTT MFG.CO. 


Hartford, Conn. 


Southwestern Agents Pacific Coast Agents 
THE FOLSOM COMPANY WESTERN AGENCIES, INC. 


Dallas, Texas San Francisco, Cal. 
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(Minneapolis office of HARDWARE AGE) 


’ SHE tendency toward better business in the North- 





west is certain, and every week sees increases in the 


amount of sales. Harvesting, with the exception of 


HARDWARE AGE 


Sales Continue to Increase in Twin Cities— 


Prices Holding Firm on All Lines 


October 2, 1924 


There is a tendency on the part of the public, particu- 
larly in the rural districts, to purchase tools of the popu- 
lar priced grade. Anything that will serve the purpose, 
and that is not too high in price, is sold more easily than 











flax in some instances, is practically at an end. Threshing 
is not progressing as rapidly as desired, due to the fre- 
quent rains, which cause several days’ delay. 
every community, the crop yield is above expectations 
and, with the present range of prices, the farmers are 
finding that their year’s work is bringing them very hand- 


some profits. 


The immediate effect, as fast as marketing progresses, 
is the clearing up of old indebtedness, in part at least. In 
many instances, farmers are beginning to buy some of 
the long standing needs in supplies and implements. The 
tendency all of this year has been to repair the old im- 
plements, which has made good business for the merchants 


in repair parts and tools. 


AXES.—There is some increase in call 
for axes, with good stocks on hand in 
preparation for bigger business later. 


Prices are holding steady as _ last 
quoted. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit axes, 


base weights, 
base weights, 


ASH SIFTERS.—Some sifters are mov- 
ing out, in expectation of early calls. 
The heavy retail sales do not start until 
later, but the merchants are preparing 


$14; double bit axes, 
$19. 


for them. Prices are unchanged from 
last quotation. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Square wood ash 
sifters at $2, round metallic at $3, 
and wood barrel at $6 per doz. 


BALE TIES.—tThere is a fairly good 
demand for bale ties, with stocks well 
filled. Prices show no change. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single loop bale 
ties at 70-5 per cent from lists. 


BOLTS.—Call for bolts is improving. 
shops and garages are fairly busy, and 
general trade is taking a fair propor- 


tion of stock. Prices are unchanged 
from last quotation. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts at 
60 per cent; machine bolts at 60-5 
per cent; stove bolts at 75 per cent 
and iag screws at 60-10 per cent 
from standard lists. 

BRADS. — Building operations are 


showing some signs of improvement, 
and call for brads is better. Stocks are 
well assorted and prices unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 25- 
lb. boxes, 70-10 per cent. 


BUILDERS’ HARDW ARE.—tThere are 
some signs of better conditions in build- 
ing lines, fall building having been 
started to some extent. Building in the 


larger cities has been steady, and with 
the completion of the year’s work the 
farmers are turning their attention to 
necessary building. Many who planned 
to build several years ago are again 
looking up their requirements and this 





In almost 


later. 


ness in all lines. 


will swell the amount of building. Small 
house building has been in steady prog- 
ress all during the year, the results of 
this movement showing in the large 
number of apartments in the large cities 
which are vacant. This has kept the 
sale of the less expensive lines of 
builders’ hardware at a good record. 


CHURNS.—tThere is a steady demand 
for churns, with stocks in good condi- 
tion. Prices show no change. 

quote from jobbers’ stocks, 


f.o.b. Twin Cities: Barrel type churns 

40 per cent from standard lists. 
COAL HODS.—tThere is some indica- 
tion of interest on the part of the public 
in coal hods, but sales are light. Some 
stocks have gone forward to the mer- 
chants, and jobbers’ stocks are well 
filled. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned open 
coal hods, 17 in., $3.40; 18 in., $3.80; 
japanned funnel, 17 in., $4.30; 
$4.70; galvanized open, 17 in., 
18 in., $5.25: galvanized funner, 
$5.90; 18 in., $6.35 per doz. net. 


COASTER WAGONS.—Sales are at a 


fair rate, with stocks well assorted. 
Prices are holding steady as last 
quoted. 

We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Auto wheel coaster 
wagons No. 60, $5.50 each; No. 61, 
$6.44 each; No. 62, $7.02 each; No. 63, 
$7.22 each. Overland coaster wagons, 
50 per cent from factory lists; all 
steel coaster wagons, 50 per cent 
from list. 
DAMPERS.—Repair work on furnaces 
is on with a rush, as cooler weather ap- 
proaches. This is increasing the sale 
of dampers to some extent. There is 


beginning a call for stove pipe dampers 


also. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron wood 


handle 6-in. dampers at $1.40 per doz. 
EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Fall repair work is 
improving and this is creating some- 
what better sales for goods in this 
class. New work is slightly better also. 





Reading matter continued on page 80 


the finest grade of tools at the top price. 

The real time for collections still lies ahead, in October. 
During that month all of the selling of farm products 
from the annual crop that will be disposed of this year 
will be accomplished. This will release the money for 
rapid clearing of the year’s records before the starting of 
the holiday season. 
of the farmers are selling directly from the threshing 
machines, but others hold over until the heavy movement 


It is true that a certain proportion 


Prices in this market are holding steady, with practi- 
cally no changes. 
changes, and the tendency of the market is toward firm- 


The buying is not conducive to any 





Stocks are well filled, with no changes 
in prices. 


We 


quote from jobbers’ stocks, 
f.o.b. 


Twin Cities: Eaves trough, lap 
joint, single bead, 5 in., $5 per 100 
Tess in. 28 gage conductor pipe, 
$5.25 per 100 ft.; 3-in. conductor el- 
bows, $1.55 per doz. net. 


FIELD FENCE.—Sales are showing 
some improvement, with stocks in good 
condition. Prices show no changes. 


We quote from jobbers’ _ stocks, 
f.o.b. Twin Cities: 26-in. hog fencing, 
$42.14 per 100 rods. 


FILES.—Call for files is steady and 
fairly good. Shops, garages and the 
general trade are all taking supplies. 
Stocks are well assorted and prices are 
steady. 


We quote from jobbers’ 
f.o.b. Twin Cities: 


stocks, 
Best grades of 


files, 50 per cent; second grade of 
ao 60-10 per cent from standard 
ists. 


FREEZERS.—tThere is a lightening of 
the demand for freezers in a general 
way, although the year around sales 
are holding steady. Stocks are being 
graded down for the w:nter and -prices 
are steady. 


We quote from 
f.o.b. Twin Cities: White Mountain 
and Arctic Freezers, 50 per cent from 
lists; Alaska freezers, 20-10 per cent 
from lists; Auto Vacuum freezers, 
33% per cent from lists. 


GALVANIZED WARE.—There is some 
improvement in the call for galvanized 
ware, although from no particular class 
of trade. Stocks are in good condition 
and prices are steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs, $6.40; No. 2, $7.15; 
No, 3, $8.40; heavy galvanized tubs, 
No. 1, $12; No. 2, $13.25; No. 3, $14.50; 
standard galvanized pails, 10-qt., 
$2.25: 12-qt., $2.40; 14-qt., $2.75; 16- 
qt. stock pails, $4.50, and 18-qt., $5.25 
per doz. 

GLASS.—There is some interest on the 

part of the public in glass, but it will 

take some snappy cool weather to pro- 
duce the real demand. Stocks are well 


filled and prices are steady. 


jobbers’ stocks, 








October 2, 1924 HARDWARE AGE 79 


qT ene | AR) 
Hhiti fil hill 

| MIN er Hy 
TH } i Hil | 

i} | - All 1| if 
Hise aT Lyi iil 'e | 
i ' ; 
, 1] ii 
| i 
it} til j 


This illustration is taken from 
a Viko advertisement which 
will appear in eight national 
magazines, with a combined 
circulation of four million 
copies. Vikoin gift-day 
boxes is featured in this 
advertisement. 





Just Out! 
The 1924 Viko Gift-Day Deal 


Something new! Fine Viko utensils have 
always made popular gifts. Now we have 
multiplied their attractiveness by providing 
an exquisite gift-day carton. 


The illustration above can not even suggest 
the beauty of this carton. The original, ex- 
pensively lithographed in nine colors, is so 
rich and sumptuous that people will want 
to give presents of Viko for the sake of the 
box alone. 


So that you can get the full advantage of 
this unique aid to sales, we have arranged 
a Viko Gift-Day Deal in which every article 
comes individually packaged in a gift-day 
carton. 


This deal consists of two each of eighteen 
popular items. It costs $27.20; or a half 


deal may be bought for $13.75. At reason- 
able retail prices, your margin on the whole 
deal will be $14.70 ($20.30 in extreme 
Westernand Southwestern states). A beau- 
tiful colored window poster isincluded with 
every order. 

This is a Christmas deal, and more! The 
gift-day carton was specially designed to be 
appropriate to any season—and every day 
is a gift-day to someone. You can sell Viko 
merchandise in gift cartons all through 
the year. 

Alert merchandisers are going to take hold 
of this Gift-Day Deal in a hurry. We are 
prepared to handle a rush of orders, but 
we advise you not to wait. Cover your re- 
quirements promptly. For complete par- 
ticulars— 


Ask your jobber 


Aluminum Goods Manufacturing Company 
General Offices: Manitowoc, Wis., U.S. A. 
Makers of Everything in Aluminum 
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We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minnesota prices, 
single strength glass, 83 per cent, 
and double strength glass, 85 per cent 
from list. 


HAMMERS AND HATCHETS.—Sales 
are at a good rate, with stocks well as- 
sorted. Prices are holding as last 
quoted. 


jobbers’ stocks, 
Maydole No. 11%, 


We quote from 
f.o.b. Twin Cities: 
$11.40 per doz.; Plumb HF$81, $12; 
Riverside No. 611%, $12; Plumb 
Broad Hatchet No. 2, $17.15; Plumb 
shingling No. 2, $13.15; Plumb claw 
No. 2, $14.40 per doz. 

LANTERNS.—tThere are signs of bet- 
ter sales in this article as the days 
shorten. Stocks are well filled to meet 
the call and prices are holding firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Dietz tubular lan- 
terns, long or short globe, $13 per 
doz.; Embury lanterns No. 210, $7.75 
per doz.; No. 240, $12.75 per doz.; No. 
- Midget vehicle lanterns, $17 per 

OZ. 


MILK CANS.—Sales are fairly good 
for milk cans, with stocks at a point to 
care for the demand. There are no 
changes in prices. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad 5-gal. 
milk cans at $2.60; 8-gal. at $3.10 and 
10-gal. at $3.20 each. 

NAILS.—Sales are improving slightly 
for nails in this district. Stocks are 
well filled. Prices are firm, as previ- 
ously quoted. 


We quote from jobbers’ 
f.o.b. Twin Cities: Standard wire 
nails at $3.90 per keg, base, and 
cemeéat coated wire nails at $3 per 
keg, base. 


OIL HEATERS.—The demand for oil 
heaters is showing steady improvement. 
Stocks are well filled and there appears 
to be the opportunity to turn a very 
good amount of business during the 
next few months. Prices show no 
changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned polished 
steel, 3-qt. capacity, No. 12, oil heat- 
ers at $2.66, and nickel polished steel, 
4-qt. capacity, No. 016, at $5.32 each. 

PAINTS.—Fall sales of paints in this 
territory are at a normal rate at the 
present time. It is believed by some of 
the jobbers that this fall will show 
finally as one of the best of years in the 
paint line. Stocks on hand are in ac- 
cordance with this belief. Prices have 
not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paints, $2.80 per gal.;: second grade 
house paints, $2.10 per gal.; best 
white lead, $13.16 per cwt. 

PUTTY.—Sales are fair, with a good 
increase in prospect. Stocks are well 
filled and prices are steady as last 
quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Strictly pure putty 
in 50 lb. drums, $5.05 cwt., and in 25 
Ib. drums at $5.30 cwt. 


OVEN GLASSWARE.—Sales are at a 
very good rate and stocks well assorted. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities; No. 101 casseroles, 
$1.33; No. 197, $1.17; No. 203 pie 
plates, 50c.; No. 210, 67c.: No. 212 
bread pans, 60c.; No. 231 utility pans, 
67c.: No. 12 tea pots, $1.67: No. 24, 
$2, and No. 36, $2.33 each, net. 


REGISTERS.—Call is showing some 


improvement, with stocks at a fairly 


stocks, 
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high point. Prices show no further 
changes from that made a week ago. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron registers 
at 40 per cent from standard lists. 


ROPE.—Sales are fair, with good stocks 
on hand. Prices show no change. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades ma- 
nila rope at 19%c. per Ib. base, and 
best grades sisal rope at 16%c. per 
lb. base. 


SANDPAPER.—tThere is an even de- 
mand for sandpaper in the building 
trade, with a fair call from factories. 
Stocks are in good condition and prices 
show no change. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
per ream, $5.85; second grade No. 1, 


per ream, $5.25; Garnet paper No. 1, 
per ream, $16.50. 


SASH CORD.—With the amount of 
building slightly better there is some 
improvement in sale of sash cord. 
Stocks are well filled and prices show 
no change. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grades No. 


8, 86c. per lb.; ordinary grades No. 8, 
45c. per Ib. 


SASH WEIGHTS.—Sales are slightly 
better, with good stocks on hand. There 
are no changes in price. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Sash weights, 
$2.35 per cwt. 

SCREWS.—Sales are showing some 
slight improvement, with stocks well 
filled. Prices have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
screws, 75-15 per cent; round head 
blued screws, 75-5 per cent; flat head 
brass, 70-10 per cent, and round head 
brass, 65-10 per cent. 


SOLDER.—There is a good demand for 
solder, although it is not heavy. Stocks 
are in good condition. Price has been 
lowered slightly on all grades. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half 
and half solder at 35c. per Ib.; strict- 
half and half solder at 31%c. per Ib., 
and Dutch Boy solder in 100 lb. lots 
at 35c. per Ib. 


STEEL SHEETS.—tThe sale of this 
class of merchandise is fair, with indi- 
cations of improvement. Stocks are 
well filled and prices are steady as last 


quoted. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black steel sheets 


at $4.75 base (28 gage) and galva- 
nized steel sheets at $5.85 cwt. base. 


STEEL TRAPS.—tThere is some de- 
mand for traps, although the heavy re- 
tail sales have not yet started. Stocks 
are full and prices steady. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Victor No. 0 steel 
game traps at $1.10; No. 1, $1.38; No. 
1%, $2.44; No.2, $3.36: Oneida Jump 
game traps, No. 0, $1.59; No. 1, $1.83; 
No. 1%, $2.81 per doz. net. 


STOVE PIPE AND ELBOWS.—Call is 
increasing in this class of merchandise 
as the cooler weather approaches. 
Stocks are full in preparation for the 
fall trade. Prices are holding as last 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Uniform blued 28- 
gage 6-in. stove pipe, knocked down, 
at $15.40 per hundred; common iron 
corrugated 6-in. elbows at $1.35, and 
adjustable charcoal iron 6-in. elbows 
at $2.05 per doz. 
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STOVE SHOVELS.—tThere is some de- 
mand for stove shovels in a retail way. 
Retailers’ stocks are being forwarded 
and jobbers’ «stocks are in good condi- 
tion. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned 14%-in. 
stove shovels at 50c.; Jumbo, 21%-in., 
at $1.55, and Jumbo, Jr., 14-in., at 
85c. per doz. 
STOVE BOARDS.—Call is beginning 
to be felt for stove boards. Retail 
stocks are moving out and jobbers’ 
stocks are well filled. Prices have not 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Crystallized stove 
boards 28 x 28, $16.25; 30 x 30, $18.85, 
and 36 x 36, $26.25 per doz. net. 

WEATHER STRIP.—Call is starting 
for weather strip of all kinds. Stocks 
are in full condition, with prices hold- 
ing as quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood and felt 


weather strips, %-in., $1.85; %-in., 
$1.85, and 1-in., $2.60 per 100 ft. 


WHEELBARROWS.—Sales are fair in 
the garden and household barrows, with 
nominal call for construction needs. 
Stocks are well filled and prices are 
unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood stave bar- 
rows, fully — $37.50 per doz.; 
Tubular steel, $6.59 each; wood 
garden seoten "56. 25 each. 


WINDOW SCREENS AND SCREEN 
DOORS.—There is still some call for 
this class of goods, although the year 
is practically closed. Stocks are graded 
down to a low point, with prices un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 24-in. Sherwood 
adjustable window screens, $7.40 per 
doz.; 24-in. Wabash extension, $6.50 
per doz.; common screen doors, 2-8 x 
6-8, $28.20 per doz.; fancy screen 
doors, 2-8 x 6-8, $32.30 per doz. 


WRENCHES.—Sales of wrenches show 
some improvement, with good stocks on 
hand. Shops are having good business 
and garages find that trade has im- 
proved as fall approached. Stocks of 
wrenches are in good condition and 
prices are unchanged. 


We quote from jobbers’ 
f.o.b. Twin Cities: 

Agricultural wrenches, 65 per cent; 
Coes’ wrenches, 40-10 per cent; en- 
gineers’ wrenches, 62% per cent from 
new lists; Knife handle wrenches, 
40-10 per cent; ~~~ and Trimo 
wrenches, 60 cent. Snap-on 
wrenches in sets, “Mester Service No. 


stocks, 


101, $15.25; No. 202, $8.80; No. 404, 
$8.75; No. 505B, $3.40, less 40 per 
cent. 


No. 50 radio and electrical set, $4; 
> 101 Master Service Set, $15.25; 

o. 202 Heavy Duty Set, $8.80; No. 
303 Ford Master Service Set, $14. 85; 


No. 404 Flexible Socket Set, $8.75; 
No. 505B Screwdriver Blades, $3.40: 
No. 900 Set square socket, $3.70, less 


40 per cent. 
WIRE.—tThere is a fair call for fence 
wire at present, which will probably 
show improvement in a short time. 
Stocks are well filled and prices are 
steady as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barbed painted 
hog wire, $3.73 per 80 rod_ spool, 
barbed painted cattle wire at $3.49 
per 80 rod spool, barbed galvanized 
hog wire at $3.94 per 80 rod spool; 
barbed galvanized cattle wire, $3.68 
per 80 rod spool; No. 9 plain fence 
wire, $3.90 cwt., and No. 9 galvanized 
fence wire, $4.35 cwt. 
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the good points of the merchandise. 
Three simple questions in the 
Faultless Caster Chart gives you 
automatically the number of the 
proper casters to sell. 





_ No time lost, no spoilage, no bro- 
: | ae. ken packages! Instead, a clean cut, 
rapid turn over of your caster 
sales. Get particulars from us or 
your jobber today. 


FAULTLESS CASTER Co. 


EVANSVILLE INDIANA 



















Directions for Using 
NOELTING Caster Chart 
Ach customer the following questions 

1. Fer what furniture 4e you want casters? 


2. ts it ght, mediam or heavy weight? 
3. On what kind of fleer will this furaiture be 
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SAVE FURNITURE & FLOORS 
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Makers of Quality Casters for a Third of a Century 
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FIVE CHANGES 
OF LIGHT 
SAVE 30% to 80% 

CURRENT 


Sell 
Regulated 


Electric Light! 


Sell more than 
merely sockets—sell 
regulated electric 
light. 








Show your cus- 
tomers that with 
DIM-A-LITE they 
can turn the light 
down or up, just like 
gas. 

DIM - A - LITE 





DIM-A-LITE gives five changes of 
Attachment light, from out to 
bright. Noiseless; 
no disturbing click. 
Saves 30% to 80% 
current. Good talk- 


ing points! 


Furnished as an 
attachment or as a 
complete socket. 
Sell for $1.25, with 
wide profit for you 





on each. Continu- 
ous in turnover. 
Your jobber has 


DIM - A - LITES. 
Put them on your 
next order. 

(The DIM-A-LITE 
feature is on the port- 


able DIM-A-LAMP. 
$4.50 and $5.00.) 


WI RT QUomMPANY 


PHILADELPHIA, PENNSYLVANIA 


DonertTY-HAFNER Co. 
730-738 W. Monroe 


DIM-A-LITE 
Socket 


Georce C. Knott 


67 Park Place treet 
New York City Chicago, Ill. 
Pass & SEYMOUR, 
Georce A. Grey Co. N 


NC. 
Export Managers 
71 Murray St. 
New York City 


910-912 Howard St. 
San Francisco, Cal. 


BenyJAMIn Exvectric Mrc. Co. 
ANADA 


DIM-ALITE 


Five Changes of Light— 
Saves 30% to 80% Current 
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Writing Your Own Advertising 


(Continued from page 50) 


tc follow the most important points. 
The eye’s natural, free and easy move- 
ment is from left to right and down- 
ward. Then, a very good formation is 
to have the heading at the upper left or 
across the top and the illustration at 
the right and a little lower on the ad— 
notice the accompanying electrical lay- 
out. 

The wording of a headline is im- 
portant. In advertising tank heaters 
for supplying hot water for the home 
the advertiser might use the heading: 


The Blank Tank Heater Will Save 
You Money! 


There is truth in this statement, it is 
brief, plain and in simple language, 
but who cares about Blank Tank Heat- 
ers? Who is interested in the trade 
name? On the other hand, every reader 
is vitally interested in having a supply 
of hot water available for household 
uses, the question of when, how and 
where it can be had, immediately at- 
tracts the attention of the reader. 
Therefore, the headline naturally sug- 
gests itself: 

Hot Water, Day or Night, at a Small 
Cost! 


Here, an appeal is made to the read- 
er’s comfort, convenience and finances. 
Ordinarily the individual is not inter- 
ested in the article itself, but in what 
the article will do for him, how he can 
apply it to his own use. In other words, 
an advertisement, to be successful, must 
appeal to one or more of the reader’s 
instincts, which are: 

Food instinct, 

Clothing instinct, 

Sex instinct, 

Parental instinct, 

Pride instinct, 

Entertainment instinct, 

Social instinct, 

Constructive instinct, 

Beauty instinct. 

There is also the physical instinct, 
religious instinct and a number of other 
instincts, individual emotions and per- 
sonal whims to which an appeal may 
be directed. 

Often the mere mention of the article 
advertised is sufficient to attract at- 
tention. This is especially true if the 
article is one that is greatly in demand; 
a new development that has been ex- 
pected by the public. 

When superheterodyne receivers were 
put on the market everyone at all in- 
terested in radio knew of the new im- 
provements, consequently they were in- 
terested in any announcement pertain- 
ing to the set, therefore the heading 

New Radiola Super-Heterodyne 
Now on Display 


or, 

See the New Radiolas at Our Store, 
were sufficient to bring to the store a 
good line of enthusiastic prospective 
buyers. 

When price is the feature of the sale 
make it the predominating part of the 





ad—an important part of the heading. 
Let it stand out as an inducement. In 
featuring an article to be bought on the 
payment plan, let the initial payment, 
the “down” payment, stand out in heavy 
‘bold figures. In featuring either price 
or credit you cannot do better than fol- 
low the lead established by the large de- 
partment stores. Price is important 
when you are making a direct appeal 
to the buyer, and the department stores 
and large retail dealers have not failed 
to recognize the fact. 

' In planning advertising it should be 
remembered that one picture is worth 
three or four paragraphs of printed 
matter. The average individual will 
believe what he sees, question what 
he hears, and doubt what he reads. 
Therefore, use good clear pictures to 
illustrate the articles you advertise. 
As far as is possible make the pictures 
carry an appeal. A clear-cut simple 
picture of the article is well worth 
using, but it is far better to show a 
picture of the same article in its rela- 
tion to the reader—in actual use. Action 
makes a greater appeal to the reader, 
possibly awakening one or more addi- 
tional instincts. Newspaper readers will 
not wade through a lot of descriptive 
matter in an advertisement, but they 
will notice, and possibly study the pic- 
tures, read the headlines and the high 
spots of the ad if they are made suf- 
ficiently attractive. 

It is not wise to crowd an ad. White 
space is important. It effects the neces- 
sary contrast to make your ad stand 
out from all other ads and the rest of 
the paper. Yet white space should not 
be used to make the ad “patchy.” It 
should reflect neatness, dignity and re- 
finement. The accompanying piston ad- 
vertisement shows how an abundance 
of white space may be used to advan- 
tage. 

The body of the ad, the sales talk, 
or the descriptive matter, should not 
be too long. It should be written in 
plain, simple language. The facts should 
be stated in short concise sentences, and 
paragraphs should be as short as pos- 
sible to convey the idea. Talk in terms 
that will be readily understood, and 
avoid as much as possible the use of 
superlatives and stilted language. 

Pick out the mest important features 
about the article you advertise; those 
that will appeal most strongly to the 
class of people you wish to reach, and 
then play them up. Put human interest 
into your facts, tell the truth, but tell it 
effectively, forcefully. 

If your ad consists of more than three 
short paragraphs it is advisable to use 
sub-headings to bring out the high 
points—the features of the articles ad- 
vertised or the various items included 
in the ad. Such headings arrest the at- 
tention of the reader and direct his 
thoughts to the body of the ad. They 
also serve to break up the monotony of 
the solid printed matter. 
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Washington Information 


(Continued from page 53) 


trical and Domestic Commerce Divisions 
of the Department of Commerce, is in- 
tended as a guide whereby manufactur- 
ers may determine the possibilities for 
market expansion in a given territory 
and how much sales effort a territory 
might justify. 

It is believed that the information 
contained in a booklet embodying the 
results of this survey entitled “Domes- 
tic Market Possibilities for Electrical 
Merchandising Lines” will be of interest 
and value to anyone concerned in the 
marketing of electrical household ap- 
pliances. It may be obtained at the 
very modest price of five cents by any- 
one who will take the trouble to address 
the Department of Commerce. Other 
industries will be taken up from time 
to time. 


Empire State Ranks First 


Based upon definite statistical data, 
modified as specifically as possible ac- 
cording to varying conditions in dif- 
ferent sections of the country, this 
study shows that New York State ranks 
first with a ratio of a potential 11 per 
cent of the total electrical merchandis- 
ing business of the country, followed by 
Pennsylvania with 8.5 per cent; Illinois 
with 7.3 per cent; California with 6.3 
per cent, and Ohio with 6.2 per cent. 
In each case the percentage shown is 
that portion of the country’s 100 per 
cent electrical merchandising business 
that should normally be expected from 
each of the different States. - 

It is pointed out that the desire to 
use modern home comforts, or what is 
termed the “inclination to purchase” 
electrical goods for household or indi- 
vidifal use, varies considerably in dif- 
ferent States and is generally lowest in 
the East and Southeast, while it in- 
creases gradually from there to the Pa- 
cific Coast. The final results of the sur- 
vey—an average of the analysis of fac- 
tors affecting purchasing power and 
distribution, are summarized by the De- 
partment of Commerce as follows: 

New England, 7.67 per cent; Middle 
Atlantic, 22.56 per cent; East North 
Central, 23.8 per cent; West North Cen- 
tral, 11.75 per cent; South Atlantic, 9.7 
per cent; East South Central, 5.48 per 
cent; West South Central, 6.46 per cent; 
Mountain, 3.52 per cent; Pacific, 9.04 
per cent. 


An increase of no less than 88 per 
cent occurred in théproduction of wash- 
ing machines, clothes wringers and 
clothes-drying machines not designed 
for use in commercial laundries in 1923, 
as compared with 1921, according to 
data collected by the Census Bureau at 
the last biennial census. The total 
value of these products in 1923 was 
$56,814,588, as compared with $30,198,- 
566 in 1921. It is understood that these 
figures will be increased between $1,- 
000,000 and $2,000,000 by reports re- 
ceived from establishments engaged pri- 
marily in other industries. 

Of the 85 establishments reporting 
for 1923, 15 were located in Ohio, 14 
in Illinois, 13 in Iowa, 7 each in Michi- 
gan and Missouri, 6 each in New York 
and Pennsylvania, and the remaining 17 
in Indiana, Minnesota, California, Mas- 
sachusetts, Nebraska, Connecticut, Kan- 
sas, New Jersey, Rhode Island and Wis- 
consin. In 1921 the industry was rep- 
resented by 96 establishments, the de- 
crease to 85 in 1923 being due to the 
omission of 25 establishments which 
had been included for 1921 and to the 
inclusion of 14 which had not been clas- 
sified in this industry for 1921. 


Explanation of Decrease in Establish- 
ments 


Of the 25 establishments omitted, 10 
had gone out of business prior to the 
beginning of 1923; 7 were idle during 
the entire year; 5 had been engaged 
primarily in the manufacture of wash- 
ing machines, etc., in 1921, but reported 
other commodities—electrical appara- 
tus and supplies, engines, wirework, 
dairymen’s supplies, machine - shop 
products, ete.—as their principal prod- 
ucts for 1923 and were therefore clas- 
sified in the appropriate industries; and 
3 reported products valued at less than 
$5,000 in 1923. Of the 14 establish- 
ments not previously classified in this 
industry, 9 were new to the census and 
5 had been engaged primarily in the 
manufacture of other commodities, such 
as agricultural implements, sporting 
goods and foundry and machine-shop 
products, in 1921. 

The industry employed 7831 wage 
earners in 1923, as compared with 5415 
in 1921. Salaries and wages paid in 
1923 aggregated $11,051,545, as com- 
pared with $7,492,470 in 1921. 








Painting in Winter 


The Save the Surface Campaign will put the idea of interior painting 
in winter into a few million minds, but it takes more than that to make 
any considerable number of people act on an idea, but it is possible to 
get rid of the winter doldrums in the paint business. 

The answer is—There are ten square feet of interior surfaces that 


need paint and varnish to every foot of exterior surfaces. 


If any con- 


siderable portion of the interior surfaces that are refinished during the 
course of a year are refinished in the winter time, the success of our 


project is assured. 
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DULUTH 





Spread your 


stocks thinner 


Carry more items, 
but less of each 


OU can do it, when your 

store is “Duluth Equipped.” 
This equipment makes your 
stock go further. It enables you 
to buy right, so as to always have 
items in stock, and yet not get 
overloaded. Carefully sampled 
doors and proper shelving make 
your stocks look complete, even 
though you carry but a few of 
each item. 


You will have less money tied 
up. You increase your turnover. 
You have more working capital, 
so you can take advantage of 
cash discounts, and add addi- 
tional lines which attract more 
trade. 


Duluth Equipment does this and 
more. It makes your store look at- 
tractive, and more customers come 
in. It displays your stocks so well 
that less time is taken for each sale, 
therefore fewer clerks are needed. 
Because all your stock is in view, 
your sales increase. 


You want to increase your turn- 
over—your  profits—your _ sales. 
You can if you give yourself and 
your store a chance by installing 
Duluth Equipment. The first 
thing to do is to tear out this 
coupon, fill it in and mail it to 
us. It will bring our catalog No. 
1S, and our book “Showing Is 
Selling.””. Do it now, and you 
won't have to do it later. 


DULUTH SHOW CASE CoO. 
DULUTH. MINN 


CLIP THIS COUPON FOR MORE SALES 


DULUTH SHOW CASE CO, 
Duluth, Minnesota 


Gentlemen: 


I certainly want to cut down my stock if it is possible, 
and increase my sales. If you will send me your Catalog 
No. 19, and your book, ‘“‘Showing Is Selling,’’ I will 
gladly read them over. You are to send them to me 
free, and there is to be no obligation. e 

I ee ee es et eae de Os ORLEANS Cow ke 
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Vari. 
ous State 
selling 
rights _ still 
open. 


Write for 
particu- 
lars and 
trade prices. 
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Cannot be sawed, 
jimmied or forced 


Bolts shoot out per- 
perdicularly — turn 
md rest horizontally 
in locked position. 


Keil Locks 


Jimmy- Proof 


and Saw- Proof 


Keil Locks throw an effective 
barrier of bronze and steel around 
the door, that defies burglars and 
intruders, and affords the fullest 
measure of protection of life and 
property. 

The hardened steel inserts revolving 
in the bronze bolts will turn any saw. 








A dealer says: 
“We are familiar with every jimmy-proof 
lock on the market. Have concluded to 
use yours until someone perfecis a better 
device. Fear, however, for further pro- 
tection someone will now have to perfect 
a jimmy-proof door.” 


Keil Jimmy-Proof Locks are passed 
upon and accepted by the principal 
lock safety device experts and by all 
companies writing burglary insurance. 








We Guarantee Your Sales 


You take no risk in ordering Keil Locks. 
unquestionably the best proposition ever put 
out for live dealers. We unconditionally 
guarantee their sale. Write for details. 


FRANCIS KEIL & SON, Inc. 
401-425 East 163rd St., New York, N. Y. 


Established 1876 
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Few Fraudulent Builder’s Hard- 
ware Specifications in Pittsburgh 


Mr. CHAS. J. HEALE, 
HARDWARE AGE, 
New York City. 


Dear Mr. Heale: 


Regarding the article in the Sept. 18 issue of HARD- 
WARE AGE on “Fraudulent Builder’s Hardware Specifi- 
cations” I believe this article is, at least for our 
territory, considerably exaggerated. Architects who 
take a pride in their business and who are real archi- 
tects see that sufficient allowance is made for hard- 
ware that the building does not suffer. 

I do not mean to intimate that the Pittsburgh terri- 
tory is entirely free from this trouble. We recently 
had a church job where $300 was allowed for hard- 
ware and our first quotation was over $1,800, we 
finally securing the business for about $1,400 by cut- 
ting some items. From our observation, this trouble 
comes largely from the small architect trying to get 
a job through and having his own problems. I look 
on it more as a matter of sympathy and not entirely 
the fault of the architect. 

Trusting this answers your questions satisfactorily, 
I remain, 

Sincerely yours, 
A. H. BROWNELL. 








Get It Oui of Your System! 


Egotism is the most serious malady in the human 
system. It is a complication of conceit, vanity and 
inflated success. Customers fail to appreciate arti- 
ficial importance and are not often impressed by 
false achievement. 

Don’t forget that “the woods are full” of really 
important people, but the bigger they are the less 
they shout about it. You won’t find them injecting 
the first person into their conversations. They can 
be proud of their importance without overestimat- 
ing it. Experience has shown them when to drop 
the “I”, and use the eyes. Thus their success has 
depended a great deal on their ability to carry it. 

If you must curry favor, cultivate the good-will 
of your customer. Don’t play to the gallery. The 
respect of your fellow-workers is a hundred times 
more valuable than “pull.” Seeking the personal 
friendship of your employer is, in plain, honest-to- 
goodness language, a revival of the old-fashioned 
“teacher’s pet.” It’s FAVORITISM. And favor- 
itism is the seed of discontent and the nourishment 
upon which the egotist thrives. STARVE IT OUT. 
—W.A. Stone. 








| Some attain success and preserve it, others attain suc- 
cess and succumb to it. The first are lights to follow; 
the second are shining examples of what not todo. Much 
good advertising is undone by poor salesmanship. Lax 
service balks the life of any industry. Those who rest 
on fat profits as soon as the sale is made are those who 
go under in the whirlpool of falling business. That’s 
where 15,000 fell from the ranks of the automotive indus- 
try in a year. Who can’t make good when business is at 
the peak? But when it levels itself again real service 





becomes the mystic wand of success. 
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A Convenient Steel Goods Display 


ILDER BROS., Painted Post, N. Y., have a 
\ convenient method of displaying steel goods. 

The illustration shows their plan. This rack 
is built over the top of the office partition and is con- 
structed entirely of % in. pipe, elbows, unions, and 
sockets. 

The entire length is 12 ft. to conform with the 
length of the office partition. At each end a pipe socket 
is screwed into the wood. From each socket a length 
of pipe, 15 in. long, extends as a side or end support. 
These have elbows which hold the short six-inch 
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lengths which in turn support the 12-ft. length on 
which the steel goods are hung. 

If you have an idle office partition and are cramped 
for space this idea will provide an ample rack for steel 
goods. The illustration is not drawn to scale or pro- 
portion but it does show the various connections, fas- 
tening and general idea of the rack. The four angles 
are right angles. The length would be determined on 
local conditions. 
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45 New Broadcasters 


There are twenty new class “B” broadcasting 
stations now under construction in different parts 
of the country, according to the records of the 
Department of Commerce, and twenty-five more 
are under consideration. 
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Our prices are not fic- 
titious. [hey are based 
on actual costs. As we 
were the originators and 
pioneer manufacturers 
of Tubular and Clinch 
Rivets it is not too much 
to claim that with over 
50 years experience 
these costs are at as low 
a level as is consistent 
with the high quality 
which we have always 
maintained for our 
product. 


RAAT Ts 


TUBULAR RIVET & STUD 
COMPANY 7 


BOSTON 
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CHENEY 
Grinder No. 4 





Jobbers Know Cheney 


You know that when you ship 
Cheney Grinders to Dealers repeat 
orders are sure to follow. 


Because every Cheney or Royal 
Grinder is made to give unfailing 
customer satisfaction and dealers 
never have any “come-backs,” be- 
cause these thoroughly well made 
Tool Grinders never have any draw- 
backs. It’s Quality first every time. 


S. CHENEY & SON 
MANLIUS, N. Y. 


To Dealers: The complete 
Cheney line includes sizes and styles 
of Tool Grinders for every Home, 
Shop and Garage requirement. 


Keep stocked thru your Jobber. 





























You Cannot Control 


The length of your life, but you can control its width 
and depth. 

The contour of your countenance, but you can con- 
tro] its expression. 

The other fellow’s opportunities, but you can grasp 
your Own. 

The weather, but you can control the moral atmos- 
phere which surrounds you. 

The big income of your competitor, but you can 
manage wisely your own modest earnings. 

The distance that your head shall be above the 
ground, but you can control the height of the contents 
of your head. 

The amount of your income entirely, but the man- 
agement of your expenditures is altogether in your 
own hands. 

The other fellow’s annoying faults, but you can see ° 
to it that you yourself do not develop or harbor provok- 
ing propensities. 

“Hard times” or “rainy days,’”’ but you can bank 
money now to boost you through both. 

Why worry about things you can’t control? Get 
busy controlling the things that you can.—Ezchange. 














Brin gin g the Mountain to Almond 


There is an old story about the man who could not 
go to the mountain so the mountain came to him. Up 
in Wisconsin there is a progressive hardware store 
under the management of Wood & Poll. The town has 
about 500 population and has one railroad. It goes 
by the name of Almond, and because it is a small town 
it did not interfere with its progressive hardware mer- 
chants bringing a mountain of sales in gasoline and 
oils. 

Some time back they foud the source of their gas 
and oil supply adamant as to service and price so they 
decided that under the existing conditions they were 
not giving a full measure of service to their customers 
and so they brought the mountain to Almond. The 
first move was the purchase of an oil truck and stor- 
age tanks, which were promptly installed. Then they 
started to go out after the business and got it. The 
idea appealed to the community and finally another 
motor tank had to be purchased. Now they have two 
oil trucks going about the country and they store 
22.000 gal. of gasoline and 12,000 gal. of kerosene at 
Almond. This end of the business pays them well 
and they are giving the entire community they cover 
first class service. This makes the people appreciate 
what real service is and when they want hardware or 
anything else that Wood & Poll carry, there is no ques- 
tion as to where the orders are placed. 








How About You? 


Are you continually fussing over petty details? 
If so, remember this: The man who spends his life 
fretting over trifles will never find time to accom- 
plish anything really big or worth while. 
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A. Simple Rack That Will Help 
Your Rope Sales 


MUNDRA, Jamaica, N. Y., has a simple rack 
1) which displays manila clothes line, braided 
* cotton rope and twisted cotton rope. Two 
supports made from 2 x 4 in. stock, standing 4 ft. 6 in. 
high, are fastened to the floor with angle irons. One 
inch pipe, 3 ft. 6 in. long, is used for the cross pieces. 


























The supports are placed 3 ft. apart, which allows one 
inch extension of pipe on each outside of the supports. 
A cotter pin prevents the pipe from slipping through 
holes bored in the supports. | 

If the rack is placed close to the wall wooden brack- 
ets may be used instead of angle irons. In such event, 
the brackets would fasten the supports to the wall. 








Mr. LLEwW SOULE, Editor, 
HARDWARE AGE, 
New York City. 
My dear Llew: 

I have seen in HARDWARE AGE the letter of 
the 2d signed by our good friend Mr. Bihler and 
feel as he does that you will be going some to 
improve on your magazine for 1925. 

Was mighty pleased to send my check for two 
years’ subscription and do not want to miss a 
single issue. 

Find a great many news items regarding im- 
portant changes in our line which is most im- 
portant and is always one jump ahead of the 
other fellow. 

Wishing you every success and with best 
wishes, I am 

Sincerely yours, 
GEORGE WALTER DAVIS. 
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CORBIN 


SCREW 
PRODUCTS 














Wood Screws—Machine 
Screws—Cap and Set 
Screws—Saw Screws, 
and Special Screws of 
every description. 
Stove, Tire, Sink, and 
Agriculture Bolts — 
Nuts—Escutcheon Pins 
—Jack, Safety, Plumb- 


ers, Register, Sash and 
Ladder Chains. 





C- We shall be pleased to 

i furnish quotations im- 
mediately upon receipt 
of samples, blueprints, 
or specifications. 


The CORBIN SCREW 
CORPORATION 


The Americen Hardware Corporation 
Successor 


229 High Street, 
New Britain, Conn. 


Branches: 
New York Chicago Philadelphia 
Western Factory: Dayton, Ohio 
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ANKS that know the hardware business from a 
hardware man’s point of view are not many in the 
United States. 


The Mechanics & Metals National Bank of the City ef 
New York is particularly fortunate in that its official 
staff numbers those who have had actual experience in 
the hardware business. 


This experience is at your service. Write us about 
your banking problems; call on us when in New York 
and permit us to show you what a combinatien of know- 
how and ample resources can accomplish. 


THE 
MECHANICS & METALS 


NATIONAL BANK 


OF THE CITY OF NEW YORK 


Capital, Surplus and Profits, $26,500,000 


7 























Walden-Worcester Display 
Boards Will Make Money 


for You 


The board illustrated con- 
tains five each of eight of 
the fastest-selling stock 
numbers. 


It takes up little space in 
your store—3’9” x 1’. 

It will hang on a wall or on 
a post. 

The investment is small. 
The turnover should be at 


Whether you are a large or 
small dealer, you will find 
our display boards profit- 
able. 


Walden-Worcester 


INCORPORATED 
General Offices and Factory 


Worcester, Mass., U. S. A. 





least five or ten times a year.. 
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An Ingenious Windshield Display 


In the large auto accessory department of the Mar- 
tin Hardware Co., Mansfield, Ohio, you will find tools, 
replacement parts, sponges, dusters, polishes, brake 
lining, socket wrench sets, windshield cleaners, mir- 
rors, spot lights, windshield glass, and frames. Percy 


Peck, manager of this section, has designed this in- 
teresting counter display—a model windshield, mount- 
ed in a frame, bearing three types of hand operated 





windshield cleaners and one type of automatic cleaner 
along with a rear view mirror and two types of spot 
lights. This display is supported by two small wooden 
blocks, which enable Peck to use the display in a win- 
dow or on the counter. One important advantage of 
this type of silent salesman lies in the fact that the 
motorist may operate any of these devices under actual 
conditions, and may see clearly the ease of installation 
and operation. 








THE SMALL LEAKS 


By A. Rowden King 


An enterprising water com- 
pany has gone to the trouble 
of bringing home to its patrons 
the importance of apparently 
trivial leaks by furnishing in- 
formation as to the extent and 
cost of the latter over a period 
of time. 

Thus a drop-by-drop leak 
from a faucet was found to 
amount to 8640 gallons in the course of a year, 
costing $4.76 where the water rate is $1.50 a thou- 
sand cubic feet. A thin one-sixteenth inch stream, 
such as is often caused by a badly worn washer, lets 
210,000 gallons pass in a year, worth $40.40. 

The little leaks of retailing mount up big in the 
aggregate too. But the great difficulty is that what 
are usually thought of as small leaks are important 
but there are plenty of others not usually recog- 
nized at all which are vastly more important. 

The average retailer will naturally think of twine 
and wrapping paper and store lights used needlessly 
when small leaks are mentioned. 

They are important, no doubt, but what about the 
vastly more important leak which takes piace when 
show windows are not well dressed and frequently 
changed so that they may attain their maximum 
efficiency? What about the leak which is pro- 
verbially overlooked but which, in reality, is so im- 
portant that it may mean the actual loss of cus- 
tomers and the undermining of a whole business 
which takes place when clerks are not courteous and 
are not imbued with the Spirit of Service which 
must permeate the modern business establishment 
which is to succeed? 

















October 2, 1924 


‘Get Variety in Your Displays 


ARRY WALTHER not only believes that his 
window displays should be changed frequently, 
but further contends that the interior of his 

store should receive the same treatment. By this he 
means that the various counter displays, show cases 
and other factors which draw trade should be re- 
arranged occasionally, so that the store’s complexion 
does not get to be a bore on either the selling staff 
or the customers. Harry Walther is associated in the 





retail hardware business with his father. The firm 
bears the elder man’s name, F. A. Walther, Iron- 
monger, Bucyrus, Ohio. 

Harry had a set of good looking pedestals, useful in 
the window. One day he cleared a space on the main 
sales floor, built three platforms for the pedestals and 
made up an assorted display of alarm clocks, thermos 
bottles, electric irons, carvers, kitchen knives and 
nickel-plated bathroom fixtures, using the pedestals 
as the main basis of the triple display. At first he 
draped the boxes with a green cloth covering. The 
general effect was not quite what Walther expected. 
Some one suggested stove boards as a base for each 
pedestal. The idea did not sound right at first blush, 
but when put into use it looked fine. The shiny finish 
of the various items on display was reflected on the 
stove boards. The sun flashed brightly on the displays 
and everyone is happy because sales in the items men- 
tioned before were almost doubled for the summer 
season. 

A month later we visited this Ohio merchant and 
asked what had happened to the triple pedestal dis- 
play. “Oh,” said Harry, “that was a dandy idea, be- 
cause it was different and new. We are working out 
something else for this month. By changing the ar- 
rangement of displays we can create and maintain 
customer interest. Our patrons must not become ac- 
customed to our store’s arrangement. If they do they 
will cease to notice our new lines or our displays.” 








Mr. Liew S. SouLE, Editor, 
HARDWARE AGE, 
New York City. 
Dear Sir: 

Can you not let me have a copy of HARDWARE AGE for 
Sept. 18? mw ’ 

Thank you for same if in print yet. 

I cannot afford to miss a single issue. 

Yours truly, 
(Signed) L. N. Hoover, 
Milroy, Pa. 
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Talking Points 
“So Called” 


No. 02 Quart 


There are no features about ““Torrid’’ Torches 
that have not been tried by the test of time 
and actual use. 


If we could or can make them hotter, safer, 
more durable and efficient it would be done or 
will be done. 


Every measure for improvement that appears 
practical is considered. There are no frills for 
“talking points.” | 


GOOD Torches is Torrid’s talking point. 


Geo. W. Diener Mfg. Co. 


Chicago, Ill., U. S. A. 
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SECOND Point 
of the Clemson Star 


AA\STAR 


dy HACK SAW 


CLEMSON STEEL 


Special Tungsten Stee] made to 
exact specification and correct 
manufacturing processes is the 


basis of STAR efficiency. 






Makers Since 1883 


CLEMSON BROS., INC. 


Middletown, N. Y. 


WE HAVE SOMETHING TO TELL YOU ABOUT 
HACK SAWS. WRITE FOR BOOKLET. 
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LIDSEENf222-SOILERS 
Mr. Jobber: 


Just a few of the rea- 
sons why manufacturers 
are equipping their plants 
with LIDSEEN POSI- 
TIVE FORCE FEED 
OILERS: 


1. LIDSEEN POSITIVE 
FORCE FEED OILERS re 
duce overhead and SAVE 
50% of OIL and TIME. 


2. LONGER LIFE—LID- 
SEEN OILERS are all steel 
and all welded. They will stand abuse and outlast any 
other make of oiler. 


3. The oil may be positively controlled, the operator 
securing a drop or a quantity at his option. 

4. Dependability—LIDSEEN POSITIVE FORCE 
FEED OILERS may be depended upon to operate at all 
times and under any condition. The spouts cannot be- 
come clogged or seams open up. 


There are many more reasons why LIDSEEN OILERS are 
referred to those of “J other make. Show the LIDSEEN 
OSITIVE FORCE FEED OILER to your trade, explain its 
operation, and watch the results! 


Catalogs gladly furnished upon request. 














LIDSEEN PRODUCTS 
832-840 So. Central Ave. 


Chicago 
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......f0r Azs Christmas. 


Your women customers will appreciate having you 
suggest a gift for the boy or man members of her 
family that will give more pleasure than the old 
standby neckties or socks. And the Simore Screw- 
driver or Combination Knife and Screwdriver will 
register 100% joy with any man or boy. 
These are unusual tools—three blades in the handle 
—blades always ready for use—cannot be mis- 
placed or lost—you change blades instantly— 
handles blued to prevent rust. They are practical, 
mighty useful, and look the part of a real Christmas 
gift. 
There is a new lower price in effect now, too, 
that should make sales easy. 
If you have not received the new list, write 
for it today. 
This applies to the Simore Automatic Trysquare § 

too, Boost Simore Tools for Christmas. 


The Simon & Skidmore Mfg. Co. | 


Dept. 1-10, Santa Ana, California 








SIMORE TOOISS 
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How to Prevent Padlock Thefts 


HE Stambaugh-Thompson Co., Youngstown, Ohio, 
"TD tas solved the problem of preventing thefts of 

sample padlocks. A conventional type cabinet, 
with stock drawers and inclined table top is used. 
Eyelets are screwed into the table top, in rows. Each 
eyelet accommodates one padlock sample, minus keys. 
A small sticker under each item gives number, drawer 














location and price. The stock is in the drawers under- 
neath. Samples are not always taken by dishonest 
people. Ofter the salesman in a hurry will sell the 


sample and neglect replacement. This arrangement 
prevents such carelessness and lessens also the theft 
of light-fingered visitors. As the table top is inclined 


it serves very efficiently as an attractive display board. 








DON’T GO BY APPEAR- 
ANCES 


By A. Rowden King 


We all have a physical and 
a mental appearance. Either 
our clothes or our facial ex- 
pressions or both may belie our 
real attitudes as prospective 
buyers. But the astute sales- 
man is he who has the knowl- 
edge of human nature and of 
psychology to be able to see 
through the thin veneer of 
either or both and to sense our innermost buying 
slant. 

Out in Chicago the retailers have long since 
learned the unwisdom of jumping at conclusions, 
based on appearances alone, as regards a customer’s 
intentions. Long since they have learned that the 
seedy-looking individual, who may amble into their 
establishments along toward closing time and who 
is apparently the most unlikely of prospects for ex- 
pensive purchases, is, as likely as not, a stockman 
who has just exchanged a large trainload of steers 
or sheep for a bankroll which is bigger even than 
his fist, which is a power to be reckoned with. He 
wants the best to be had. He has been planning to 
buy for months, regardless of whether he has been 
riding on a cattle train or not. 
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Tomorrow’s Business Man 
(Continued from page 52) 
like moles to the mart in the morning and back to 
their homes in the evenings. We pride ourselves on 
the fact that a man need not inhale a single breath of 
the oxygen of the air from door to door. 

We speed over the rails sixty miles an hour and 
complain loudly if we are half an hour late in a 
journey which required a week for our forefathers. 

We even obliterate the stars in that we write 
messages in the sky with each letter miles in length. 

“Yes, son, marvelous,” said a visitor from “Main 
Street” as he was shown all these wonders by his 
son in New York City, “marvelous what man does, 
isn’t it? And yet,” added the visitor, “he cannot 
make a worm!” 

VII 

It is always difficult to preach to a man who has 
made a success, and so is argument difficult with a 
great nation of strength and power. But, after all, 
much depends on the interpretation of the word 
“great.” 

When we think of a great city we think of the 
number of population; not of the greatness of its 
people. 

We pride ourselves that we are more interested in 
today than in yesterday. 

“Yesterday,” we jubilantly say, “ended last night.” 
Which, according to the almanac, is true. But in our 
yesterdays lie our lessons. The present can only be 
rightly judged by the past. Experience does count 
for something. History is not “bunk,” contrary to 
the maker of the Ford car, who, while he said it, for- 
got that he was making history himself, even to the 
extent of changing the American Sunday. 

Man has done marvels, but in the doing of them 
his own undoing must be reckoned. We achieve always 
at a price; we specialize always at the expense of some 
loss. Man has created the mechanism of speed, but 
having created it, what is his actual gain? Has the 
span of life lengthened? After all, that is the end we 
all hope for and endeavor to attain: to live long. Has 
the machinery which man created slowed up his own 
pace? The frightful increase in heart-failure would 
not point to such a result. And certainly with the 
missing heart-beat, man can scarcely be happy. Has 
he earned for himself more repose, more quiet, more 
moments of rest? His life would not bear out such a 
gain. What, then, has he gained by the acceleration 
of his goings and comings? What profits it him now 
that he has gained the whole world by a financial, 
economic, and inventive dominance? 


Vill 


“But all this,” says some one, “is national progress. 
Certainly you would not contend, would you, that we 
should stop this progress?” No, for the very simple 
reason that you cannot. But, I ask you, do we honestly 
realize that all progress is really not progressive— 
for ourselves, our mental poise, our serenity, and our 
contentment? We are breaking rapidly down every 
citadel of leisure. We regard leisure as something 
for the idler. We hail the man who rushes, and look 
askance at the man who believes in the truth of all 
the ages of “forward, but not too fast.” The pres- 
sure under which a people work gives color to the 
national life, and certainly psychology teaches us that 
we cannot have ripeness of thought and mellowness 
of decision at a hair-trigger pace. We must have 
leisure and repose in order to grow wise. It is the 
only soil out of which wisdom springs. 





HARDWARE AGE 


he AD ae nm - 


91 














SWEDISH TOOLS 


Are Noted for Their Durability 


Made from Swedish tool steel—the very best 





UC 


SWEDISH PANSAR FILES 


Circular Cut—Flexible-Tanged 
Half-Round—Bastard—Smooth 





ESKILSTUNA CHISELS 


Made in the following styles: Butt Beveled Edge, 
Regular Beveled Edge, Socket Chisels. Also Pliers, 
all styles, Cutlery, Razors, Bow Frames, Saws, “Banco” 
Scythes, Plane Irons, Axes, Hoes, Shoemaker’s Tools, 
Sievert Blow Torches, Barking Spuds, Anvils, Cabinet 
Scrapers. 


Order from your jobber to-day, or write. 


WESTERN IMPORTING COMPANY 


116 Broad St., N. Y. 
509 E. Hennepin Ave. 
Minneapolis, Minn. 


Coristine Bldg. 
Montreal, Can. 


























Sets of 9, 11, 17 bits are fur- 
nished In compact cases for 
the convenience of the user. 








It isn’t hard. Every mechanic needs me on —y~ set in his work, and it 
resolves itself to a question of selling seventeen times. Bring 
out the value of the case, its use in S heepias woe thy bits in order and near at 
hand, preventing loss, ete. Try it. 

Forstner Bits are the only bits that are not dependent on a center or & 
level to guide them. They cut from > outer rim. The entire surface is 
at work al] the time; no jagged ends; part of the work is smooth and 
polished. They bore their way + deg "fool, knotty, cross grained . wood, 
leaving a smooth hole and clean, polished surface. 


Let us send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 


TORRINGTON, CONN., U. S. A. 
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“Old 
Fashioned”’ 


Why Carry These? 


Because there is a quick turnover and a satisfactory 
profit. They are for mechanics and while you carry a 
cheaper line, you should have a few of these for your 
particular trade. They increase your tool trade. 


lVrite for new catalog. 


The L. & I. J. White Co. 


125 Columbia St. Buffalo, N. Y. 














Radiovise 


The Rock Island Radio vise is the result of a 
thorough study of the requirements of men 
and boys who want a dependable home vise for 
the assembly and repair of radio parts. 





It is strong- 
ly made— 
meets these 
requirements 
= and retails at 
a popular 
price. 





Finished in an attention compelling bright 
Red it makes a display that makes sales right 
away. 


Anvil Type, Swivel Base, Steel Jaws, Width 
of Jaws 3%”, Open to 4”. 


Write for Folder & Trade prices. 
Rock Island Mfg. Co. nOeuinoe 


Type and Size 
lor Service 














IX 


If we school ourselves to go somewhere in a hurry, 
we naturally have a place that we want to reach, a 
goal. And now that we are in such a hurry as a 
nation, where are we going? We are certainly all 
dressed up, all tuned up to go somewhere. Where 
have we to go? Where has our hurry led to? “To 
our dominance,” is the answer. Very well. Now 
where? We have this dominance, let us concede. 
Now what? We have certainly been up and doing: 
we have been and are constantly in flux. In a cease- 
less round, we travel. The East travels West; the 
West travels East. We pour throngs from one end 
of the continent to another. Even the American who 
never leaves home is constantly in transit: the city 
in which he lives having been made so large that the 
only way he can get from one part to another is to be 
in transit. We are eager; we are filled with exhilara- 
tion; we are engrossed; we are excited so that our 
nerves are at the bursting point—even our voices are 
tense. We are athirst for further experiment and 
greater adventure. “More doing” becomes our watch- 
word. We strive to make life what the cynic called 
it, “one damned thing after another.” Moreover, we 
insist that each thing must be larger than what went 
before, and must follow close on its heels, lest we 
grow stale and ineffectual. Precedent? We are in- 
tolerant of it. Economy? We have a dislike for the 
word. Deliberation? “Old Stuff,” we call it! No, 
we must be catapulted through our days, never taking 
account at the end of a day, but only eager for the 
next. Tomorrow, tomorrow, is our cry! 
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Suggest that we look over what we have done, and 
do that better; that we solidify what has been ac- 
complished: that we make permanent what has been 
quickly and superficially created—and we are told that 
such a method is going antiquated. “What we have 
done is good enough,” or “it will do.” 

“Does it sell?” said a merchant to his son in a 
lesson in merchandising. “That’s the only point there 
is: that is the acid test.” 

“But suppose it isn’t well made, and it won’t stand 
up?” asked the son. 

“The buyer buys again, and that keeps up the 
market,” was the advice. 

“Shouldn’t an article, however, be made the best 
it can be made?” persisted the son. 

“So far as its cost will allow and there is a market 
for it. But the final test is ‘Does it sell?’ If it does, 
that ends it.” 

That does end it and has ended it in the case of 
many an American business man whose affairs have 
not gone according to his plans and who fails to under- 
stand why. 

XI 

We have succeeded as a nation not because of our 
lack of thoroughness, but in spite of it. Here and 
there stand out evidences of how much farther, we 
could go if the idea of quality nationally took first 
instead of second place with us. Naturally, the funda- 
mental basis of engineering must be the most minute 
thoroughness and accuracy, but see the rank that 
American engineering has taken in the world. Wher- 
ever thoroughness has entered into the production of 
any article, it has opened for itself a market and main- 
tained it. It is constantly argued in extenuation that 
as we grow older as a nation the lesson of thorough- 
ness and its resultant efficiency will be borne more 
strongly upon us. But is it not time that we should 
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begin to think of ourselves as a nation no longer in 
its infancy? America has outlived its period of swad- 
dling clothes. It may not have reached its point of 
maturity, but it will reach that point with a far better 
reputation for solidity if, at this time of its history, 
it begins to think of how well instead of how fast a 
thing can be done. 
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I have been very successful in placing in the minds 
of a number of young people the kernel of thorough- 
ness by the very simple method of teaching them the 
avoidance of all abbreviations in their letters, com- 
positions or anything written by them. I have urged 
that each letter should be complete in and of itself, 
and that it should give out to the recipient the feeling 
that it had received careful thought and not, as many 
a letter now indicate, that it was “dashed off.” For 
this reason, I have impressed upon them that there 
are no such states as “‘N. Y.,” ““Penna,” “Mass.,” “Md.,” 
“Tll.,” etc.; no such cities as “N. Y. City,” “Kas. City,” 
“Phila.,” etc.; that they do not live on a “St.” or 
““Ave.”; that they do not live in the year “’24”; that 
there are no such months as “Jan.,” “Feb.” or “‘Dec.”; 
that there is no such holiday as “Xmas”; that a pro- 
fessor is not a “prof.”; a president not a “Pres’t” and 
that they are not “Y’rs resp’y.” Invariably wherever 
I have got the lesson home, the young people, hav- 
ing had instilled into their minds the idea of thorough- 
ness in what we call little things, have practised thor- 
oughness in their larger affairs. But there is no use 
of preaching this doctrine of thoroughness in writing 
to a son or daughter if the son sees abbreviations 
rampant on his father’s business letterheads and prac- 
tised by him in his letters, or if the daughter sees her 
mother’s letters riddled with similar abbreviations. We 
must practise ourselves what we preach to our chil- 
dren. The feeling will arise, particularly with the 
man of affairs, that a business house has no time for 
these “frills,” forgetting that carelessness in corre- 
spondence is never a good advertisement for any busi- 
ness house and that one of the strongest commenda- 
tions for a commercial house is the physical appear- 
ance and care shown in its correspondence. The letter 
emanating from a business house can be its surest 
advertisement of care and accuracy; but it can also be 
its surest revelation of haste and condemnation. Be- 
cause an idea is simple we sometimes dismiss it as 
inconsequential; we forget what it signifies, and how 
great it can be in its potentiality. We flick a snow- 
flake from our coat and yet, multiplied, that little 
atom can render helpless the most powerful engine 
conceived by the mind of man. We see a bird and we 
think of it as but an atom in the sky, overlooking the 
fact that a bird, multiplied, constitutes the most im- 
portant economic factor in our lives and that without 
the birds the people of the United States would, in a 
space of five to seven years, starve to death and be 
effaced from the earth. So the seemingly small lesson 
of an avoidance of abbreviation may well be the har- 
binger of a system of thoroughness which would alter 
‘the entire fabric of American life and make of the 
United States within a generation a nation known for 
that quality of thoroughness which today it so sadly 
lacks. 

XIII 


The time for a greater national regard for thor- 
oughness is here. 
For it could so easily be, particularly in the days 
when all eyes are on us, that America’s best could be 
the world’s best! 
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STOP HEED 


Replenish 
Hardware Your 
for Stock 
Hard-wear with 
BOMMER 









SPRING HINCES 


Your dealer handles them, get 
New Catalog 47, you need it. 








BOMMER SPRING HINGE COMPANY 
BROOKLYN, N. Y. 


Manufacturers 











ZIMMERMAN 


Fasteners for Shutters and Casements 


Keep OUT Rains and Gales 
Keep UP Dealers’ Sales! 





Swinging and bang- 
ing shutters need no 
longer be endured. 
Zimmerman Fasten- 
ers will clamp them 
rigid in any position. 
And they’ll “stay 
put” throughout the 
severest storm. 
Easily manipulated 
and very inexpen- 
sive, they ap- 
peal strongly 
to new-home 
Na\ builders and 
jold-home 
yj owners. 















Let Us Tell You About This Profit-Maker 


mene hardware dealers have built up a money- 
making volume of sales in this easy-to-handle, 
profitable line. We can show you how to do the 
same thing. Write us. 


THE G. F. S. ZIMMERMAN Co., INc. 
16 Broadway, Frederick, Maryland 
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THE HOUSEHOLD VISE 
FOR YOU TO SELL 






No. 102% 
May be clamped to shelves, 
benches, tables, etc., hav- 
ing a thickness of % to 2 
inches. Made with smooth 
iron jaws only. Jaw’s 
width 2% inch. Jaws 
open 2. inches. Weighs 
, 5% lbs. List price $3.00. 


HIS Vise is made particularly for amateur me- 
chanics and men who love to “putter” around their 
home workshops, and who make minor repairs on 
their own cars. It’s a good Garage Vise. 
It is of the proper size and has the needed capacity for 
this ultilitarian work and is priced low enough to please 
everyone, and made so well that they'll get everlasting 
satisfaction from it. 
Your Jobber will be glad to take your order for several 
Athol 10214 Vises. If he hasn't them. we'll be glad to 
direct you to a Jobber who has, or send you Catalog 36C. 


Athol Machine and Foundry Co. 
Athol Mass. 


IATHOL VISES 























Genuine Armstrong 
Stocks and Dies 


Are always in working order. They rep- 
resent the utmost simplicity and effici- 
ency in operation. 





All genuine Armstrong stocks and dies 
bear this trade-mark: 





a «a 


Be Sure You Get the Genuine 


The Armstrong Manufacturing Co. 
Bridgeport, Conn. 
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Sunday Advertising 


HERE’S more than one way to skin a cat, as some 
practical philospher said many years ago, and 
the same general idea applies to advertising. H. M. 
Sanders Co., Boston, Mass., has found a practical 
and on the whole an economical method of advertising 
by using the Sunday rotogravure section of the Boston 
Herald. 
By using the Sunday newspapers many merchants 


ae: —__— 











believe that they are able to reach a larger number 
of potential customers, especially women, because 
women are invariably interested in the Sunday papers 
and particularly in the rotogravure section. 

One of the interesting features about the Sanders 
Co. ad is the statement that is made that it is “a store 
with more than 30,000 different articles.” A photograph 
of the store and a list of some of the outstanding 
articles of popular utility and appeal are also listed. 

This type of an ad is reported to have been eminently 
profitable to the Sanders Co. and to other merchants 
making use of similar ones in the Sunday “roto.” 








Mr. Llew S. Soule, Editor, 

HARDWARE AGE, New York City. 
Dear Sir: 

I wish to inform you that I have not received the last 
two issues, the 11th and 18th of September, of the HaRp- 
WARE AGE. As I eagerly await every issue on each speci- 
fied day, I am very much disappointed when I do not re- 
ceive the magazine. 

I wish you would investigate this matter as soon as 
possible. Also send me the price of the book, “Forty 
Years of Hardware.” 

Yours respectfully, 
(Signed) MAx FINKELSTEIN. 
Brooklyn, N. Y. 
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The “Marcus” nozzle is 4% inches long and weighs 7% 


ounces. Machine-cut threads, broad knurls,. adjust- 
able from solid stream to fine spray and positive shut- 
off. 
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The “Marcus” sprinkler is made of 
finest brass with either brass or gal- 
vanized bottom. Machine-cut threads 
and four rows of punched holes are 
features of this better-than-ordinary 
sprinkler. 
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Our “Marcus” corrugated hose 
couplings also feature machine- 
cut threads—insuring no leakage 
and no difficulty in making coup- 
lings. Of finest brass. 


Where only a strong high-pres- 
sure stream is wanted, our 
“Acorn” nozzle (not shown) is 
“a wham.” Well-built and low- 
priced. 


The ability of Myers 
Self-Lubricating Jacks to 
withstand the elements 
during the cold and stormy 
months when rain, ice, 
sleet and snow abound, 
has made them favorites 
with all classes of users. 
Positive — self-lubrication, 
fully enclosed working 
parts, heavy steel connect- 
ing arms, machine cut 
gears and other exclusive 
features, regardless of 
weather conditions, make 
possible exceptional ser- 
vice which cannot’ be 
equalled by other jacks 
and give to dealers 
corresponding _ sales 
and profit opportuni- 
ties which were un- 
heard of with old 
style cheaply constructed 
jacks. And_ sales and 
profits are the most im- 
portant factors in your 
business. 








THE “MARCUS” LINE 
of Garden Hose Specialties 


IS A QUALITY LINE 


The pictures do not make the quality 
as plain as do our 
FREE SAMPLES 
SENT TO ANY JOBBER 
ON REQUEST. 





Literature, information and 
prices to reliable dealers. 


The F. E. Myers 
& Bro. Co. 


Ashland, Ohio 
Pumbs, Jey Tools, Door 


angers 


Send in—and “get connected” with 
the BEST line for next season. 


MARCUS IRON WORKS 


1902-1912 S. Washington St. 
PEORIA ILLINOIS 
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Real Air Service 
in This Curtis 


- above illustration is the Curtis Style 

V ‘Two-stage Outfit—one of the family of 

popular Curtis Outfits—the last thing in air 

compressor design—free of complicated parts 

—built for hard usage and will be on the job 
all the time. %4 to3 H. P.—automatic. 


Single and Two-stage 


Many Sizes and Styles 


We manufacture a com- 
plete line of single and 
two-stage outfits. You 
are sure to find one that 
will meet your particular 
needs in style, size and 
price. Write at once for 
full information and de- 
scriptive literature. Use 
the coupon below, or a 


postcard will do. 





oO 


Style “S” Single Stage 
Outfit. Belted only. Five 
sizes— 14 to 3 H. P. motor 
required. 


CURTIS PNEUMATIC MACHINERY CO. 


1581 Kienlen Ave. 


Branch Office: 
530-W Hudson Terminal « New York City 


St. Louis, Mo. 


Gentlemen: Please send me full full derails on Curtis Air Compres- 
sors—your proposition and prices. 
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COLLINS 


Whether the trade in your locality re- 
quires a narrow bitt axe, or a wide bitt 
axe—an American pattern or an Aus- 
tralian pattern, doesn’t matter. 


What does matter is that all Collins 
Axes are made of a Special Steel that 
stands the test and have an Inserted 
Hand Forged Tool Steel Bitt which per- 
mits grinding a keen cutting edge 
almost down to the eye. 





This feature means MAXIMUM 
SERVICE—the kind that every Collins 


Axe unfailingly gives. 


If your Jobber is not supplying you 
—write us direct. 





The Collins Company 


Established 1826. 


Collinsville 


Incorporated 1834 


Conn. 
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‘‘What Counts in Selling Wrenches?” 


A dealer might use all the adjectives in the dic- 
tionary trying to convince a customer that a cer- 
tain wrench was the strongest made, but as Rube 
Goldberg says: “It doesn’t mean anything.” 


What does count is an actual test and we have 
made it and in this test a 12 inch Coes Steel Handle 
Wrench withstood a strain of 1,790 pounds with- 
out breaking. 


You can sell Coes Wrenches on performance— 
not on promises. Sizes: 7 to 21 inches. Your 





Jobber has them. 
COES WRENCH COMPANY Selling Agents 
‘6 ; . 29 J. C. McCARTY & CO. 29 Murray St., New York 
Ww In Business Since 1841 JOHN H. GRAHAM & CO., 113 Chambers St., New York 
orcester Mass. FENWICK FRERES _ 8 Rue de Rocroy, Paris, France 





“Red Devil” “Red Devil” Auger Bit Facts 


No. 2400 ' 
The smooth cutting, rapid boring “Red Devil’ Auger Bit 


Just the bit for bor- Re srtige . 
ing in beams, rafters will immediately win your customers’ favor, because :— 


or hardwood. 
It will not choke in any kind of wood— 
me cos Sgt ve Bores smooth and straight holes— 
Bores with or against the grain of any wood— 
Pulls itself in without pushing— 
334%4% easier boring— 
10% greater clearance— 
Made of cutting steel. 


Embodying an entirely new principle in construction, with a single 
scorer opposite the cutting lip, the “Red Devil” Bit pulls itself in 
tractor fashion and reduces the friction 50 per cent. 

“Red Devil” “Red Devil” Auger Bit Display Boards keep sales up and selling 
No. 2403 cost down. Send for the “Red Devil” Auger Bit Booklet. 


For electricians’ use. 


512 inches ad tee = OMIT H & HEMENWAY CO., Inc. 


shank 4% inches. 

Double twist, rapid Coi Str i 

boring sheend single 98 it eet Irvington, N. J. 
lip. Sizes 10, 11, 12 “Red Devil’ Pliers, Nippers, Glass Cutters, Screw Drivers, Snips, Hack Saw Blades and 
and 13/16ths. Frames, Cold Chisels and Punches, Nail Pullers, Linemen’s and Electricians’ Tools, etc. 
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Verfeer 
AMUN LEANNA ET 


' The Customer Who Leaves It 
To Your Judgment 










TU MUHA UNA 


When it is left for you to decide—you become not the 
‘‘Judge’—but the Defendant! It is your trial, so te speak, 
and “Perfect” is a Character Witness. 


You will not only make a sale. Your decision will bear 
weight. When a customer says, “I'll leave it to you to 
send the best,” he is going to tell his neighbors all about 
the merits of his selection. Even if you did send “Per- 
fect’? Screen Cloth, he will claim the credit for his good 
judgment. Make the sale and let the credit go! 


Your Jobber Carries “Perfect.” 





UVLVLUMACALAMAAOAAL 1 00 NA NLU TRUER UT, 


LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 
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GIVE 


/ Your CUSTOME 
A SQUARE DEA 


Don’t permit your customers to purchase ex- 
pensive parts to build a radio, and allow them to 
use acid, or an acid soldering flux, to solder 
the joints. The entire set can be 
easily spoiled in this way. Remember, 
they depend upon you to furnish them 
with the right materials for their suc- 


@NOKORODE 


Has been proven harmless and helpful by the 
electrical trade in general for the past twenty- 
four years. 

Your radio customers need not experiment— 
telephone companies found the value of 
NOKORODE years ago. 


Do not accept substitutes! 


M. W. DUNTON CO. ieidve istano, us: & 


? 





























Sold only under 
the trade name 
of 


Nokorode 


Order from your 


Sten ae Te, ie. etd * 
& 7 * ae 
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jobber. 


U. S. and For. Reg. 
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GRIFFIN — 


the hinge that is made 
of specially rolled steel 
under rigid inspection 
to combine enduring 
strength with a finish 
of lasting beauty. 
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GRIFFIN Hinges are 
made in a wide va- 
riety of sizes and de- 
signs to answer the 
requirements of all 
types of building 


construction. 


GRIFFIN Hinges are 
made entirely in our 
own mills—each butt 
wrapped in moisture 
proof paper and 
packed one pair in 
a box with screws te 
match. 
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We Also Manufacture 


Cellar Window Sets, 

Hasps and Safety 
Hasps, 

Door Handles and Door 
Holders, 

Brackets, Push Plates, 

Drawer Pulls, Door 





Stops, 

Sash and Screen Lifts, 

Barrel Bolts, Corner 
Braces, 

Corner Irons, Washers. 
etc. 


GRIFFIN MANUFACTURING CO. 


45 Warren St.NewYork ERIE 9 PENNA. aw. Lake St.,Chicago, Itt. 


Write today for our price list and the catalog of the 
complete GRIFFIN Line 








Concentrate! 


Don’t Experiment With 
Prices and Products 


Concentrate on Ferry Process Screws. It guarantees you of a 
satisfactory price and a nationally known product. One that has 
been approved and used by leading engineers throughout the 
country. 


Concentration on Ferry Process Screws will build a larger, better 
business for you by repeat orders from satisfied customers. 


Packed in strong boxes for the Hardware Trade. Write us today 
for prices. Immediate delivery. 





Also Manufactur- 
ers of Ferry No- 
Soun Shackle 
Bolt Nuts, to 
eliminate shackle 
squeaks and 
rattles. Write us 
for circular and 
full particulars. 


“Tf it’s upset—at must be heat-treated.” 


The Ferry Cap & Set Screw Co., Cleveland, Ohio 





PROCESS SCREWS 








































Brass Lined 
Cylinder | 


HARDWARE AGE 





October 2, 1924 


MAND AND POWER PUMPS FOR ALL USES 


A Teasing) Straight Line Is the Shortest 
Distance Between Selling Points 


From the cross head at the top of this Deming “Straight Line” to 
the brass lined cylinder deep in the well, this Deming Pump is full 


of sales points. 


The distinctive straight line construction reduces friction to a mini- 
mum, causes the pump to work smoothly and easily and makes it 


practically proof against wear. 


The Deming Straight Line agency is worth real money to the 


dealer. Write! 


Complete Pump Catalog on Request. 


THE DEMING COMPANY 


Est. 1880 - Salem, Ohio 


The nearest distributor will work with you for mutual profit 


BALTIMORE—Southern Supply Company 

CHICAGO—Henion & Hubbell, 217-221 
N. Jefferson St. 

DENVER—Hendrie & Bolthoff Mfg. & 
Supply Co. 

DET ROIT—Standart Bros. Hardware Corp. 





KANSAS CITY—English Tool & Supply 
Company 

LOUISVILLE—Laib Company 

MINNEAPOLIS—Central Supply Co. 

RICHMOND—Sydnor Pump & Wells 

PITTSBURGH—Harris Pump & Supply 
Co., 316 Second Ave. 

SAN FRANCISCO—Crane Company. 
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Walk Gates 


Frames made of heavy 
steel tubing with scroll 
top. Furnished with 
hinges and spring latch 
for wood posts. Frames 
painted green. 
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Ornamental 


The “‘Red Tag,”’ 
The Mark of Quality 


Cyclone Gates 


They Get the Business ° 
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Double-Drive Gates 


Built in standard heights for openings 8 to 18 
ft. Furnished with wood post hinges, also fittings 
to hold one-half of gate while other half is used 


as walk gate. 
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Style “A” Farm Gates 


Frames extra heavy steel tating. iy in 
48 and 54-inch heights for openings to 16 


Fabric securely woven into aM work. 


Can’ t sag. 


CYCLONE 


There’s a big market and a 
steady demand for Cyclone 
Gates. The Cyclone line in- 
cludes Gates for every purpose. 
Built in a variety of patterns in 
standard heights and opening 
sizes. 


Sell Cyclone Ornamental Fence, 
too. Every home is your pros- 
pect. So are schools, ceme- 
teries, parks, etc. 


Cyclone Fence and Gates will 
help you get this business. Write 
for catalog and discounts. 


CYCLONE FENCE COMPANY 


Factories and Offices: 


Waukegan, Ill.; Cleveland, Ohio; Newark, N. J.; Fort Worth, 


Oakland, Calif. 


Texas; 
(Standard Fence Go.) ; Portland, Ore. (Northwest - Fence Wire Works). 
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- A Good Place to Get Information 
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Here is what the Associate Editor 





“AS a matter of fact I cannot remember when 
we didn’t have a Bissell Carpet Sweeper in our 
house and I think it has been as much used since 
we acquired a hand vac and electric cleaner as it 
was before those devices came into use.” 


THE Ladies’ Home Journal reaches over two 
million homes, its editorial staff knows more about 
what women want than does any other agency. 
Martha E. Dodson, the Journal’s associate editor 
merely puts into writing what most housewives 
will verify, namely: 


‘THAT nothing can take the place of the light and 
handy Bissell Sweeper for picking up lint, litter, 
surface-dust and dirt quickly, quietly and easily. 


Ladies’ Home Journal writes 
About the Bissell Sweeper! 





THE Fall Holiday Season has always been the 
time when Carpet Sweepers have been most in 
demand and we are, of course, continuing our per- 
sistent advertising in the national periodicals. 


OBVIOUSLY, the earlier Carpet Sweeper speci- 
fications are placed the sooner you will have them 
for profitable selling, but whether you need sweep- 
ers now or later you will find the Fall-Xmas An- 
nouncement useful for reference because— 


Nor only does it illustrate, in color, Bissell’s 
Display-Table and give you full details of the 
Xmas Offer, but it also shows and describes briefly 
the various Carpet Sweeper patterns. A card will 
bring it to you promptly. 


BIS CARPET 3S co., E L MICH. 


About the Need for a Bissell is in 
Your Own Home 


Carpet Sweeper 


Makers of 
Good Carpet Sweepers Only 
Since Eighteen Seventy-Six 





Thousands Of These Ash Trays Were Sold 


Last Year For Christmas Gifts 





You can get your share of this business this season 


UT this display case on your [ities ee 
counter and watch results. an eer: 
Its attractive appearance, the foe. . ee 











useful and handy features of the 
ash tray together with the rea- 
sonable price sells them without 
effort on the dealer’s part. 








rity 





List Price $1.00 Each 
A liberal margin of profit for 
both the jobber and dealer 
make this a desirable article 
to handle. 


Write for Descriptive 
Folder No. L-AF33A 


Each display case, attractively printed in three colors, contains ten Empress 
Auto Ash Trays packed in individual Christmas gift boxes. 
$10.00 Each 


Display Cases (10 trays) List Price - - - 
BOWEN PRODUCTS GORPORATION, AUBURN DIVISION, AUBURN, » N. , 











In Hollow Screws, the strength 
of socket is the main strength of 


a Dealer's sales-talk. 


Taking stock of the cold-drawn 
ALLEN, you could say that its 
30% extra strength is a fair 


measure of its extra sa ability. 


Users know “ALLENS” as the 
30% stronger screw—and Allen 
Dealers fnow they know it by 
the solid evidence of their sales 
records. 


Strength of socket is the strength 
of your Hollow Screw line. It’s 
mostly on the strength of that, 
that we re suggesting you write 
us about a Dealership. 


THE ALLEN MFG. Co. 


139 Sheldon St., Hartford, Conn. 
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50 to 75 Years 


for a Handle to Grow 


GOOD round lifetime is required to 
A bring a hickory to maturity and Tur- 
ner, Day and Woolworth handles have been 
giving uniformly dependable service for as 
long as it takes a hickory handle to grow. 


Turner, Day & Woolworth handles came 
with the early days of the hardware busi- 
ness. Early we became a part of the job- 
bers’ dependable connections. They grew 
and the number of dealers multiplied ;—our 
great country expanded and we expanded 
with it. 

Today—5 large plants and 1000 men “han- 
dle” the demand. And thru these years 
Turner, Day & Woolworth has stood for 
standards unexcelled in the handle industry. 


Copyrighted Brands 


DANIEL BOONE PERFECTION 
AMERICAN BEAUTY TRIUMPH 
DAISY HERCULES 
SUNFLOWER SUCCESS 
PEERLESS EAGLE 
BEAUTY ROYAL OAK 
Turner, Day & Woolworth 
Handle Co. 
Incorporated 
Louisville Kentucky 


“Since 1855” 











Allsteel Safes 


: . Highest Und iters” 
Protection— ings assure maximum 


safety to vital business records. 
eqs Records protected at the 
Portability— joint of use. Removes 
the uncertainty of distant vault protection. 
St ___Structural steel framework 
re embedded in mineral insula- 
tion—a proven super-protection in countless 

fires. 

Rich, baked-on enamel 
Appearance— —olive greenor grained 


finish—nickle trim. 


Shelving, Files, Desks, Transfer Cases, Safes, 
Counter-heights, Sectional Cases, Accessories and Supplies 


THE GENERAL FIREPROOFING CO. 
Youngstown, O. Dealers Everywhere 
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Send for This Book 


of Free Samples 


It contains ten leaves of sandpaper about 
214 x 4 inches—grits ranging from 000 
to No. 3%. 


Every clerk should have one as a prac- 
tical “handbook” om grit sizes. 


They are fine trade winners, too, to hand 
out to contractors and other quantity 
buyers. 


Let us send you a sample book, and ex- 
plain our plan for supplying you 
through your jobber, with quantities for 
distribution, based on the size of your 
order. 


Waeset Absisse 


1017 Harrison Boulevard 


Branch Houses 





Chicago St. Louis San Francisco 
Detroit Cleveland Portland 
New York Los Angeles Denver 
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MACHINE 
SCREWS 








SPECIAL 
RIVETS 


WOOD 
SCREWS 


v 








SPECIAL SCREWS ~~ UPSET WOR 
%, IRON. BRASS 4 . Sw 
+4, ““MICKELED Oy 











rPPPeEPEEDDDUED DY Ge ill 








Continenta 


micknrlhhrl 
(Reg. U. 8. Patent Office) 


WOOD SCREW CO. 
New Bedford, Mass. 








A Profitable 


7 
Line 
to add to your stock now and 


one that will build your sales 
rapidly at a small investment is 


DIETZGEN 


Drawing Materials 


. Many-of your customers buy 
Instruments, T Squares, etc. 


Get their business by a display 





DrawingTables, | in your window or show case. 
pein — Watch the results! The trade 


obtained will quickly prove the 
merit of DIETZGEN goods. 


Catalog and discounts on request 


“It’s easy to sell DIETZGEN Goods” 


EUGENE DIETZGEN CO. 


Right goods at right prices 
continuously since Year 1885 
Granties gf Philadelphia Washington 
Chicago New York ilwaukee 
New Orleans Pittsburgh 
San Francisco 


angles, Curves, 
Instruments, etc. 











Torch—At the 
Right Price! 





And a liberal profit margin! “Jiffy” sells, and 
sells in a jiffy, because the price is right! That 
is why “Jiffy” is profitable to you. 

$2.50 is a low price for a complete solder- 
ing outfit. But doesn’t that look like fast sales? 


You bet it does! And there are many Hard- 
ware Dealers throughout the country who 
know it. They sell “Jiffy” and won't sell any 
other. In fact, a lot of them can’t! That’s how 
well “Jiffy” downs competition. 


Write today and let us tell you about 
“Jiffy” and “Jiffy-Profits.” 


Apex Stamping Company 


Dept. £83 Riverdale. Ill. 











BEMIS & CALL CO. 


Springfield, Mass., U. S. A. 





Real Improvements 


Real improvements in these B. & 
C. Wrenches. That’s why they sell. 
Bars are forged from open hearth 
steel with oval front and back, giving 
additional stock and strength. Screw 
is of solid high-grade steel. Handle, 
Frame and Bolster are one piece, 
powerfully braced. They make good 
on the job where others fail. Write 


for prices. 


FN NOE iA 
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| No. 231, 34 in. 
No. 232, % In 
Special Washer No. 233, 1 In. 


SLOTTED SCREW TIPS 


This slotted screw Tip has been made principally to satisfy a demand for a 
cheaper grade of Tip. A Special Washer has been constructed so as to prevent 
the rubber head from pulling off. Write for full information. 


ELASTIC TIP CO. 370 Atlantic Ave., Boston, Mass. 























Leads in 


SALES ws 
because it leads ‘* 


in Improvements 


No other blotorch has the burner 
baffle and heater plug that so per- 
fectly gasifies present-day gasoline 
or kerosene. Air adjusting tube 
for different gravity fuel produces 400 degrees more 
heat. No other has the automatic safety valve that 
completely eliminates fire hazards. No other tank 
with only one opening, and that above the fuel line. 
Pistol Grip Handle fits any hand. Turners outsell be- 
cause of these exclusive important features. Supply 
your trade—they'll buy quick at Turner's modest 
price. Write your jobber. 


Turner Plumber Furnaces SELL 









cK) 


PROTECTION 


That’s what customers get with the 
Ilco Dead Bolt Night Latch.. One 
turn of the key backwards in this 
latch locks both bolt and inside 
knob. Once locked there is no forc- 
ing back the bolt or opening the 
door without the proper key. Big 
seller for homes and stores. 








We also make over 1,000 styles of 
Key Blanks. Write for Catalog 6 
and Prices. 


jie ti & G. 
Edgewood Ave., Sycamore, Ill. S2 


The World’s Largest Exclusive Manufacturers of Improved and 
Patented Blotorches, Fire Pots and Brazers 


@® [INDEPEN DENT C CK CO0,.d@ DISTRICT REPRESENTATIVES 


San Francisco: Rice-Hitt Co., 623 Larkin St. 








Los Angeles: Rice-Hitt Co., 324 N. San Pedro St. 
Leominster Mass., U. Ss. A. Seattle: Rice-Hitt Co., 1427 L. C. Smith Bldg. 
Manufacturers of tinder Looks, Padlocks, and New York: The Turner Brass Works, 36 Murray St. 
ey ankxkes, 































770B Bicycle 10” . — ee 
Rolls Ball Bearing Fim, ‘6 99 
Le Ba Bearing | ANCHOR BRAND 
Warrante or Ww 
fer family § 
= CLOTHES WRINGERS mie 
p R 
Have been true friends to housewives for over a BRAND 
generation. 
The satisfaction they give makes more sales and wins al 
more friends. 
Stock ANCHOR BRAND WRINGERS and profit by 
this friendship. 
Best on Earth. Every One Warranted. L M. C 0. 
Lovell Manufacturing Co. 
ERIE, PA. 
Largest Manufacturers of Clothes Wringers in the World. 











106 


HARDWARE AGE 





October 2, 1924 





THE KING of CAN OPENERS 








fer Le 

N ok, } 

i 4 VS 
—_——= ee 


Made in VU. S. A. 





one piece and highly nickel plated. 


est and most durable can opener ever offered to the trade. 
Put up in one doz. box and 10 gross cases. 


45 can opener, untempered blade. 


Prices on Application. 











Has a can opener, bottle opener and cork screw. 


Pat. Applied for 


N offering this can opener to the trade we believe we are giving you a world beater. 


It is made in 
The strong- 
No. 44 Can opener has tempered blade, No. 





Manufactured by 


THE H. C. HART MFG. CO., 


UNIONVILLE, CONNECTICUT 












TAPLIN Double Dasher 


Center Drive 
Large Size 


: | 

| 1) Undoubtediy the most 
efficient, the finest looking, 
the most perfectly balanced 
and smoothest running 
large sized beater ever 
made. In staunchness and 
for every purpose of a 
beater larger than the or- 
dinary family size beater it 
is a revelation. 


A Woman Writes: 


“I have been using your No. 
550 every day sometimes four 
or five times a day. My neigh- 
bors have begun to borrow it 
so I wish to get three more. I 
can truthfully say it is the han- 
diest device in the house. I use 
it for cakes right through, egg 
nogs, fritters, frostings, griddle 
cakes—everything. I know it 
makes eggs go twice as far.” 


} 


a 


} } 
1 EN eal 
faa Lyn 


‘i eae 


Indispensable in every 
household for batters, mer- 
ingues and heavy frostings, 
and for heavy service gen- 
erally. 


Size, 12% in. 

No. 550, Lacquered. 

No. 552, Tinned. 

In Family Size, 101% in. 


THE TAPLIN MFG CO., New Britain, Conn. 
New York Office: 71 W. Broadway 











MILWAUHEE BRUSH MFGCO. 





Brushes and Brooms 
WIRE—BRISTLE—FIBRE 


We manufacture them especially for the Hardware 
Trade—all kinds—all sizes—all dependable sellers. 


Send for Catalog and Prices on Milwaukee-Made 
Quality Line that will build permanent trade. 


MILWAUKEE 
Brush Mfg. Co., Milwaukee, Wis. 





- 
— — —F + 
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—— MILWAUKEE RRUSH MFGCO 




















Quicker Selling 


The speed with which you can serve a customer is a 
factor that brings him in to you again. With Heller 
Swing Door Cabinets you can do more than serve a 
customer promptly, you can also create a prosperous 
appearance that advertises your service to every shop- 
per. Because Heller equipped stores are so thor- 
oughly prepared for quick selling, they get the busi- 
ness. Write for catalog No. 26-A TODAY. 


W. C. HELLER & CO. 


Main Office and Factory Eastern Display Rooms 
700 Wabash Ave. 20 Vesey St. 
Montpelier, Ohio New York City 
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Bissell’s Toy Sweepers 


These attractive and realistic wheel toys actually sweep, are nationally 
advertised, well made, show you a nice cash profit, add interest to any 
sweeper and cleaner department, yet retail for only 

25 cents, 50 cents and $1.25 in sctucnd Wes 


Write for colored Illustrations and Prices 


BISSELL 


CARPET SWEEPER CO., GRAND RAPIDS, MICH. 


TOY SWEEPERS 





























FROST’S 


Where beautifully designed small 
cabinet doors require high class 
fittings Frost’s Little Friction 
Catches play a big and important 
part. 


These invisible, perfectly operated Which Hod Would You 


catches - PE se whey — h C 2 —— 
Radio an onograp abinets, 

as well as on Cupboards, Medicine Rat er arry . 

Cabinets, Closets and small doors 
of light weight. They sell readily 
and pay liberal profits. 











If you had to haul mortar for a living, you 
certainly wouldn’t want to carry a hod that 
dripped water all over your shoulder. 





Send for sample Catch and Cata- You would choose a Never Drip Steel Hod 
log—then order from your Jobber. with its one-piece ends. You would go 
whistling on your way while the other fellow 

* ~ sulked. 
Friction There are lots of hod carriers in your town 


who are bearing the discomforts of carrying 
leaky hods simply because they have not been 


Catches shown the sensible and better kind. 


This open field of profit is yours for the 
asking. Write us at once for details. 





C. L. FROST & SON The Cleveland Wire Spring Co. 
28-30 Ionia Ave., S.W. Cleveland Ohio 
Grand Rapids Michigan 


























“COLD HANDLE” FRY PANS AND SKILLETS 









FS Made in the “L. & G.” 
QUALITY, both in FIN- 
ISH and WEIGHT. Or- 
der a Sample Line and be 
convinced. 


LALANCE & GROSJEAN MFG. CO. 7 
NEW YORK CHICAGO BOSTON 
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No. 3000 “Twinrold”’—Self-Tightening 
in ite ot 800 —_ © — out x, ~ Rae out 
quely, renee. ioe clack and drawing the strap tight. 


New York Chicago SanFrancisce Les Angeles 





G@riven & 


THE STANLEY WORKS 
New Britain, Conn. 


ttle 
weer ~ i of Wrought Hardware 
d Carpenters’ Tools 
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WHITE MOUNTAIN 
Apple Parers 


Give Satisfaction in Thousands of 
Homes All Over the World 


an 
=O 


' ua i} 
" itn nit _ Sette Hill 
" : i SAH 
A ie 


GENUINE WHITE MOUNTAIN 
PARER, CORER AND SLICER. 





GREEN APPLE SEASON 


is here now. Are you ready to supply the de- 
mand for APPLE PARING MACHINES? 


WRITE your Jobber or to us for prices on THE 
eo MOUNTAIN and SIX other sizes we 
make 


Goodell Company, Antrim, N. H. 














— ee 
They'll Buy the Gem | 
Christmas Tree Holder 





ET one of these 

holders up on your 
counter and stick in 
our attractive display 
card. It will sell itself 
—for the Gem is by 
long odds the handi- 
est and neatest device 
ever contrived for 
putting up the family 
Christmas tree, 


Readily adjusted to 
hold any size of tree 
—clamps tree tightly 
—no wobbly screws, 
loose parts or super- 
fluous braces. Quick- 
ly screwed or nailed 
to box or other base. 
Collapses into small 
space for storage 
when not in use. 


PUT UP YOUR 
TREE EASILY 


All steel—hand- 
' some green 
~ enamel finish. 


from your Jobber 
us for prices. 


Order 


or write 


FERNALD MFG. CO. 
North East, Pa. 








BARS HOOPS 
BANDS ANGLES TEES 





STEEL — IRON — WIRE 


Of Every Description 


THE HAROLD McCALLA CO. 


Beach St. and E. Columbia Ave. 


PHILADELPHIA 


Large Stock of Black and Galvanized 
CHANNELS 





PLATES WIRE 
SHEETS METAL LATH 











Get The Fighting Spirit 


gt business Yee ey: AGE—brings to 

each week latest selling hints. We realize 
that “inspiration” and “determination” are just as 
essential to business success as is ability. Get in 


the habit of reading your trade paper carefully 
from cover to cover each week; get the fighting 
spirit it instills and your books will show a better 
balance at the close of 1924. 
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LANDRETH’S 


Garden and Flower Seeds, 
Onion Sets and 
Mixed Lawn Grass 


Now is the time to place your Seed order, if 
you have not done so, for next Winter and Spring 
sowing. If you wish our traveler to call, notify 
us, and, if possible, we will have him ie so, or 
send us a list before buying elsewhere, and we 
will quote you on Garden and Flower Seeds in 
bulk, in Lithograph Cartons of | lb., 14 lb. and V, 


Ib., and in Flat Packets. 








We will also quote you on Mixed Lawn Grasses 
and Onion Sets. Please give us the opportunity 
of quoting. 





wens toe ae A Display That Makes Sales 


being our 140th year in 


the business. Had we not When put up in our well made, attractive display 
given good goods, satis- boxes our HEROLD Steel Wire Hand Scratch Brushes 
factory attention to busi- find a ready sale for many trades. 

ness, apd fair prices, we We can furnish same in three different assortments 


would not have existed so 


long. containing 32, 24 and 18 brushes respectively. These 


boxes can be refilled over and over right from stock. 
Business Established 1784 Our experience of 50 years and reputation backs the 
quality of each assortment. They allow you a splendid 


D. Landreth — Send for Catalog and Prices 
Seed Co. THE HEROLD BROTHERS CO. 


ESTABLISHED 1874 
COLONIAL BOY COPYRIGHTED Bristol, Pa. 1104 W. 9th St. Cleveland, Ohio 

















For the Life of a Lawn— A Sales Promoting Economy 


The New THE “MITCHELL QUALITY” WINDOW RE- 
FRIGERATOR is a household necessity. An eco- 
SHERMAN DIAMOND nomical expense-reducing compartment that can be 
quickly and easily attached to any window. 
HOSE NOZZLE IT IS THE ONLY ADJUSTABLE WINDOW 
REFRIGERATOR ON THE MARKET. Housewives 
A perfect attachment made of will be quick to see the advantages of the adjustable 
heavy wrought brass for cov- feature. In addition it is equipped with a convenient 
ering more ground in less removable shelf. Made of rust-proof galvanized 
time. It throws more water sheet steel. 
farther —thus shortening the Window can be raised or lowered without per- 
important hours of lawn and mitting the entrance of snow, rain or wind, either 
garden sprinkling. A larger from top or sides. This is an important sales fea- 
nozzle with a larger stream and ture not found in the ordinary makeshift window 
a volume spray. Water-tight box. 


shut-off. . 
Write us for details and prices. It will pay you to 
feature THE “MITCHELL QUALITY” REFRIGERATOR. 


asec, 


oa 


es; + Gees 
Dimensions: Bie, aes sets ‘ta +5, b 1 vw 
Height— ue ras ees)»: t! Sle h 
17” in front 
13” in back 
Depth— 


21”"——Ad 4 able 
17” to 





Order a dozen Diamond Nozzles 
in display carton featuring ‘‘Per- 
fect Spray” from your Jobber. 
Individually wrapped in tarnish- 
proof paper. 





THE G. F. MITCHELL & SONS CO. 
H. B. SHERMAN MFG. CO. East 65th and Cedar Sts., Cleveland, Ohio 


BATTLE CREEK, MICH. 
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THE H. L. BROWNi FENCE AND MFG. CO., Cincinnati, Ohio 


All Pickets Made of No, 9 


‘Aen 


MANUFACTURERS OF 


& Walk, Drive and Farm Gates 
SN Rubbish Burners, Trellis 
Flower Border, Tree Guards 
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Heavily Galwanized Wire 





PROMPT SHIPMENT 
FROM STOCK 
WRITE FOR PRICES 
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time Saving 


hs BOLT CLIPPERS 





at WIRE CUTTERS 


a ; For cutting bolts, rods and 

5 = | wire, ranging in size from 

= % inch to % inch. Used in 

ges, repair plants, 

arms, homes, shops, etc, 
saving time and labor. 

The name PORTER 
assurance of _ reliability — 
protection against inferior 
material and poor workman- 


ship. 
Every PORTER tool is 


built for efficiency and dur- 
ability. 

H. K. PORTER, Inc. 
m= EVERETT, MASS. U. S. A. 
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THE TACK 








Robertson “Horse Shoe Magnet Hammers” 


a high grade line with a good profit to dealers and 
jobbers. Catalogues and discounts on _ request. 
Silver Medal (Highest Offered) Panama-Pacific Exposition 
ARTHUR R. ROBERTSON, 94 Portland St., Boston 
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SOLDERING AND TINNING FLUX 


Always Used By It’s easier and more profitable to sell the 
General Electric best known products. Kuby fluid is preferred 
Ford Motor Co. because it is non-corrosive, non-explosive and 
Buick Motor Co. 
a 4 Order from your jobber or write to 


Gray & Davis Co. | The RUBY CHEMICAL COMPANY 


and many others. 
68 McDowell St. Columbus, Ohio 





non-injurious. 











RED X GASKET CEMENT 
Makes Gaskets Leak Proof 


RED X Brand Gasket Cement resists heat, 
oil and high pressure gases and is unat- 
fected by temperature or moisture. It has 
the unqualificd endorsement of expert me- 
chanics who have tested it out under sever- 
est conditions and carries with it our full 
guarantee of absolute satisfaction. Made 





only by 


SAINT LOUIS RUBBER CEMENT CO. 


3952 West Pine Boulevard, Saint Louis, Mo. 




















RUSSELL JENNINGS’ 
SOLID HEAD EXPANSIVE BIT 





Creeping of the bit cutter is absolutely pre- 


vented. Precise adjustment is remarkably 


easy. 
They are made with both SQUARE 
SHANK and PRECISION SHANK. 

The Russell Jennings Mfg. Co. 


CHESTER, CONN. 








FLAT TORCH 


for Auto Repairmen or Electricians 


This torch has oblong tank and requires 
little space in a kit. 
, Tank is made of heavy brass with sup- 
Fy ee ports on bottom which prevent tipping over. 
io Fitted with Patented Taper Burner as- 
suring perfect results indoors or outdoors. 
Burner is fitted with hook and support for 
soldering coppers. Fully guaranteed. See 
Send for Catalog F. 


Detroit Torch & Mfg. Co. 
Detroit, Mich. 


New York Office: 45 Warren St. 
Atlanta, Ga.—A. H. Deveney & Co., 720 Fourth 
National Bank Bldg. 

10017 St. Clair Ave, 





Apple-Fried Sales Co., 

















— 





Osborne High Grade Punches 








Besides Punches Our Line Includes: re 


A varied and attractive line for the Hardware Trade. Also: Leather Workers’, Trimmers’ 


and Upholsterers’ and Plumbers’ Tools of superior quality. 
The above tools will please your customers as well as our famous Round and Oval Punches. 


Remember we have had 94 years of successful manufacturing experience, employ only 
skilled workmen and use the finest quality of materials in making our products. 
We stand back of every tool we make, Try us. Write for Catalog end Prices. 
Cc. S. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 
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The best litthke POST HOLE AUGER 

advertisement you ever saw is now 

running in farm papers for your 
benefit. 


IWAN POST HOLE & WELL AUGER 


Most easily operated and fastest earth auger made, 
See your hardware or ag yt fake. inet for 
. on han- 
m Sizes 3 to 16 inch (— dle casting. Not sold 

i. ». by mail order houses, 
Write for easy digging 
booklet on posthole diggers, hay knives, barn scrapers, 


etc. IWAN BROS., 1533 Prairie Ave., South Bend, Ind. 







You can profit from it by stocking the Genuine 
IWAN (not Iwan pattern) Post Hole and Well 


Augers. 


Notice this sentence in the above adv. “Not 
sold by mail order houses.” We believe in 
helping you sell, not competing against you, so 
buy from the jobbers who can supply Genuine 
IWAN Augers. 


Most popular sizes in selling volume are 8-6-7-4-9-10-3 
and 5-inch. . 


IWAN BROTHERS 
1501-1525 Prairie Ave. 
SOUTH BEND, INDIANA 


Mfrs. of post hole diggers, hay knives, snow or barn scrapers, 
revolving chimney tops, wire conductor pipe hangers, ditching 
spades and drain cleaners. 











SALAMANDERS 


“KNOCK DOWN TYPE” 


STOCK 
UP 
NOW ! 





Quick 
Turnover 
Good 
Profit! 





«. 4 >» 
The first cold snap will turn a nice profit to the dealer 
who has Salamanders in stock ready to deliver. 
LITTLEFORD SALAMANDERS are substantially 
made, burn any kind of fuel,safe to use anywhere, eco- 
nomical to ship, easy to set up. Produce an intense heat. 


LIBERAL DISCOUNTS 
ON QUANTITY ORDERS. WRITE NOW. 


LITTLEFORD BROS. 


461 East Pearl Street Cincinnati, Ohio 

















Brings Boat Owners 
to Your Store 


We guarantee every can of 
Jeffery’s No. 7 Marine Glue to 
stop all kinds of leaks and make 
any boat perfectly watertight 
and leakproof. 


Equally adaptable for wood 
boats or steel—from a canoe to 


JEFFERY’S 


Our 
Waterproof Marine Glue 


is a big seller wherever boats are used—lakes or sea- 
shore. 

It is Nationally advertised and our famous slogan, 
“Does your boat leak?” has brought responses from all 
parts of the world. 

We furnish dealers and marine supply stores with 
Booklets bearing their name and address that tell all 
about this glue and bring boat owners to your store. We 
refer all inquiries to the nearest dealer. Write for 
discounts. 


L. W. FERDINAND & CO. 
150 Kneeland St. Boston, Mass. 























Every set builder buys 
at least one condenser 


Sell him Bremer-Tully 


Every set has at least 
one condenser and many 
two or three. 





There is a bigger sale 
for condensers than any 
other part. 





Bremer-Tully condens- 
ers through sheer merit 











150 M.M.P. Rt plate $4.25 , 
5 .M.F. 11 plate 4.50 > ° ry 24. 
520 MM-F. 23 plate 5.00 enjoy the enviable posi 
800 M.M.F. 35 plate 6.50 tion of leadership. 


Here are two products 
that appeal to every 
Hardware dealer. 





They sell readily and 
stay sold. That's what 
you want. 














11 plate capacity .00025 $4.50 Order from your jobber. 
23 plate capacity .0005 5.00 
13 plate capacity .001 6.00 


Bremer-Tully Mfg. Co. 


532 S. Canal St. Chicago, III. 


Write us for catalog. 
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ORDER NOW FOR 
LATER SHIPMENT 


Order torches and furnaces NOW to 
cover your requirements for the next 
few months. They can then be put 
aside for you and shipments can be 
made when desired by you. As the 
result, you will not be delayed by the 
congested conditions which usually oc- 
cur at the plants of torch and fur- 
nace manufacturers during the winter. 
When you order INSIST on the 
“ALWAYS RELIABLE” so your 
customers will receive the best and 
longest service. 





Covered 5 Patents 
No. 57 Qt. No. 58 Pt, 
For Gasoline 


OTTO BERNZ CO., INC., NEWARK, N. J. 


Most jobbers can furnish from stock. 
Others will gladly order for you. 


BURNLEY 


The Soldering 
Paste that has 
satished cus- 
tomers for over 
23 years. 








Sample free. 
BURNLEY BATTERY & MFG. CO. 


NORTH EAST, PENN. 












21 afi PG ery Te 


na ™ 
= 5 H. B. Ives Co. 
ow Haven, Conn. 
U. S. A. 


Established 1876 
Incorporated 1900 


WRITE FOR ILLUSTRATED FOLDER 








American Bessemer, American Open Hearth and 
KEYSTONE COPPER STEEL 
Black ond Gatvanines 





We manufacture SHEET AND TIN MILL PRODUCTS for all pur- 
poses— Black Sheets, Galvanized 
Sheets, Corrugated Sheets, Culvert 
and Flume Stock, Formed Roofing 
and Siding Products, Special Sheets 
for Stamping, Stove and@ Range 
Sheets, Automobile Sheets in all 
grades, Electrical Sheets, Roofing 
Terne Plates, Bright Tin Plate, Etc. 


AMERICAN SHEET AND TIN PLATE COMPANY, Pittsburgh, Pa. 
Sena for set of revised weight cards and beeklete, end watch for eur large ode 


































SUCCESSFUL SPRAYING 


depends to a large extent 
upon the equipment used. 


Utility 
Sprayers 
do and have 


given satis- 
faction for 


A many years. 


ALBERT LEA SPRAYER CO. 
Albert Lea, Minnesota 














UNIVERSAL cramp 


ustable. Two sizes will clamp any hose of aay 
—- Made from cold rolled steel out of wire. 

edges to cut hose, Put on in less than « 
minute. Everlastingly leak-proof. Order Universal 
Hose Clamps. Trademark on every — J on 6 car- 
ton. Get them from your jobber—or wri 


UNIVERSAL ne Sle a CORP. 
Hackensack, N 








Let Me Be Your Purchasing Agent | 


I'll work for you at no salary 
whatsoever, I don’t make mis- 
takes, and I never ask for a va- 
cation. I command immediate 
delivery and ample stocks. 

I’m Harry Alter’s “POCKET- 
BOOK” —a net price catalog pub- 
lished monthly. My 160 pages 
contain 2500 up-to-date items in 
electrical, lighting and radio 
materials —the kind your cus- 
tomers are looking for. 


Write for me today—just ask for 
the current copy of the “POCK- 
ETBOOK.” Remember to use 
your letterhead, as I work for 
established dealers only. 


HARRY ALTER & CO. 


Wholesale Electrical and Radio Supplies : Ogden & Carroll Aves., Chicago 


I UNIVERSAL 


BOX STRAPPING 


CARY MANUFACTURING CO. 
Manhattan Bridge Plaza, Brooklyn, N. Y. 






























BIRD Shee 
CAGES Retabliched 1863 


35-37 Wooster Street New York 


: Po Q. Lindemann & Co. 











By Saunders Norvell 


Price $3.00 per copy. Order now. 
Hardware Age, 239 W. 39th St., New York City 
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Hex Mesh 
POULTRY NETTING 


G. F. Wright Steel & Wire Co. 


WORCESTER, MASS. 
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K ICE TOO 


qui 


| 


| 


ow 


TOOLS 


he 


mn 
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Iee Tools and other equipment } 
for Bnd ice handling 

A large stock always on 
te promptly meet your Tre jf 


t sheet, display carda. 


GIFFORD-WOOD CO. 


rements. 
| Write for complete pare list, 
discoun 
Main 7 ad hat ?T Hill &. § 


Y. 
| NewYork.Boston, Chicago, Pittsburgh | 


ll i iit III 








“OHIO” 


Shoe Lasts and Stands 






MADE ABSOLUTELY 
OF “SP GUARANTEED 
SEMI-STEEL AGAINST 


BREAKAGE 


a 





The lasts are lock bearing. One 
last is especially adapted for ladies’ 
pointed-toe shoes. 


Order the “Ohio” and you will have 
the most popular sets on the mar- 
ket. Write for prices. 


The Fate-Root-Heath Co. 
Plymouth, Ohio 
N. Y. Office, 90-92 West Bdw’y—D. N. Winner, Mgr. 

















Ensign Bickford is the ORIGINAL 
safety fuse—tested and tried by 
time and experience. 
We manufacture various 
brands of fuse, amon 
which you should fin 


one adaptable for your 


work, 





The Ensign-Bickford Co., Simsbury, Conn., U. S. A. 


















































ee Soltress retail 


oor. 
foe vibration and noise 


inc One style only—neat of 
yf arava fished ™ 
easily most 


ar ADD MODERNIZE 

RP METHODS 

To provide adequate storage facilities for 

shelf Ytock—to make it povinoRe arid con 


venient forclerks and stock men to handle with 
absolute ss insure quick service for whole- 







ADDEDS 









— install one or more 
SHION TIRE STORE LADDERS. 


eer enh a a bar nga ns 
—- ack ster ullenth and pg bbe ty 


for saf carne a 
ample strength for safety, convenience rn 
design— 






Here’s Another anes Leader 


No. 1PH—Heavy 
wrought steel 
brackets, nickel 
plated, 5% -inch 
roller and arms 
are hardwood, 
oak finished. 














Handy Toilet Paper Holder 


The “Handy” sells readily to customers preferring prac- 
tical and substantial bath room fixtures. Very profitable 
for Builders. The complete Handy Line of Home Fur- 
nishings is known for Rapid Turnover. Write for Catalog 
and Attractive Prices. 


HANDY THINGS MFG. CO., Ludington, Mich. 














awn For Dealers Only 
Ask For Our {tlk Prim Special 


Introductory Sale Proposition 





A postcard will bring it—All that is 
necessary is to state that Polly Prim 
have not been introduced in your city. 














This will bring you a really worth while 
offer—one that will ginger up your dust 
pan sales wonderfully and permanently. 
Your dust pans can be made more profitable 
than carpet sweepers. Why not? Every home 


constantly uses one to three and is disgusted 
with the cheap ones. 





The Patent Novelty Co., Ince. 


Fulton, Ill., on the Mississippi 
Lully Prim De Luxe 
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: DEALERS WANTED EVERYWHERE Iron Fence, Gates 
BROWN & SHARPE ps5 gg Tare 
MACHINISTS’ TOOLS Font 


General Iron 
The first choice of skilled mechanics for three generations 


and Wire Work 
WE PROTECT THE DEALER. CHAIN-LINK 




































































WIRE FENCE 
8 BS BROWN & SHARPE ay pe. Ask for Catalog 
= Providence, R. I., U THE STEWART IRON WORKS CO., Inec., 225 Stewart Block, Cincinnati, O. 














STRATTON sito ,cxameled_ in 58 YEARS AGO 


Priest’s | Glippers were 


HANDLES PRIEST'S CLIPPERS 


need ne introduction. 











For Smell Tools, Utensils, Blectrical Goods, Etc. They ae their cutting 
Enameling, both baked and air dried. uality. 
’ American Shearer Mfg. Company 
STRATTON MEG. CO., Stratton, Maine Secien, Bh 8. 











BOLT 
“VICTOR” CLIPPER 





If it is a tweezer, we make it. 
ea ny oe Your satisfaction is our guarantee. 
ROBERTS MFG. CO., Somerville Station, BOSTON, MASS. Bullock Mfg. Assoc., Springfield, Mass. 


ee 99 
HACK LE NOX” saws 
QUALITY coon: SERVICE easy as Iron. Stock it and increase 
UNIFORMITY =5 cee, © | ‘ DISTINCTION F& your sales. 
“The Tools iin the Plaid Bor” 33 Made only by 
AMERICAN SAW & MFG. CO. SPRINGFIELD.MASS. & ANTI-Borax COMPOUND Co. 








Welding Compound is best by every 
test. Makes welding of any steel as 





Fort Wayne, Ind. 


HACK SAWS - BAND SAWS =— SCREW ORIVERS ~ GLASS CUTTERS 
















aan". TOT MMM 


Pp A D L O C K Ss ee SS Ask your jobber for 


DOVER-IMPERIAL STEEL 
FOR EVERY CONCEIVABLE PURPOSE AND COPPER EAVES 











S YMAKER trough hangers. Japanned or Tinned, 
FRAIM LA Double dipped, after forming. Rod and 

nut or strap styles—single and double 
Hl xq28 mos ey HDW. CO., INC. bead Rods are electro galvanized. Also 
ie Lancaster Pa., U. S. A. triple twist wire hangers furnished in 





Copper or Galv. wire. 


in ———_—_— i) OHIO WIRE PRODUCTS COMPANY, Dover, Ohio 














Ask your jobber for For quality trade——the quality ware. 

CALDWELL SASH BALANCES me age aanais 

Thirty-five ous ot a is assurance AR_LEWT 
ALDWELL MF . For catalog and prices, write 

9 i Street — ie Ue ae daa ale — yoni 14 











110 to ONE DEALER 


Over 2800 requests for Hill Clothes Dryer 
information oe year. 110 were referred 
“ to one dealer, 81 to another. We'll refer 
ar 2 ae a | SAMPLE them to you. 
HEAT” BOOT a Sie i ga HILL CLOTHES DRYER CoO. 


39 CENTRAL ST., Worcester, Mass. 
Distributors Metropolitan District 
Herman Kornahrens, Inc. 
111 Murray St., New York City 


























| THE FOWLER & UNION 
SEYMOUR SMITH | 
wr | HORSE NAIL CO. 
ee ee ee ee ng a | HORSE SHOE NAILS 








new descriptive catalogue. ) OF HIGHEST GRADE E 

‘ ie mille. Oos SON, Inc. Plant at | 
akville, Conn. RD UFFALO, N. ¥ 

Sales Agents: John H. Graham & Co., 113 Chambers St., New York 1000 MILITARY *9 B ’ - . 
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Classific 





HARDWARE 








An Effective Low Cost Contact with Hardware Man- 
ufacturers, Manufacturers’ Agents, Jobbers, Jobbers’ 
Salesmen, Retailers and Retail Salesmen. 

No illustrations accepted for these pages. 

Allow seven words for Keyed Box Number Address. 





Pp 
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All Capitals, Minimum 50 WUE e cb con ccdecsvcveceecessece 4.@ 
Bach additional word 


eeeeenevnrreeeeeeeeeeeeeeeeeeeee eee 


1 ineh EE NAaeROUREens 6604660066006A06s0R0h044 64040 bes ae 
Each oe inch 


coos 20 


8 insertions, 15%, eff 


Remittance Must Accompany Order 


50% off the above rates fer Positions Wanted Advertisements 





Business Opportunities 





HARDWARE STORE for sale or trade. 
Twenty-four miles north of Chicago on the 
North Shore. Have a long lease. Suburb o 
10,000, and only one other hardware store. Will 
sell at bargain to dissolve partnership. Address 
Box G-307, care of Harpware Acre, New York. 





FOR SALE: A clean stock of general hard- 
ware and fixtures, inventory about $12,000, in 
a thriving city of 15,000 people. For full in- 
formation address Box G-306, care of HarpWARE 
Ace, New York. 


FOR SALE—First class hardware business in 
wing town in Fairfield County, Connecticut. 
usiness can d either with or without real 
estate and on liberal terms. For particulars 
write P. O. Box 463, South Norwalk, Conn. 


_FOR SALE: Retail Hardware Business estab- 
lished gy B annay in heart of large city in New 
Jersey. ner is anxious to retire and will 
close out at far below cost. This is a going 
business and small store, and is good opportu- 
nity for someone. Address Box G-318, care of 
HARDWARE AGE, New York. 











Business Services 











ORGANIZATION | 





To place a contract for a 
Hardware Catalogue with- 
out considering this Com- 
pany, is to dismiss an organ- 
ization with eighteen years 
experience in catalogue 
making, that has embraced 
many of the largest cata- 
logue jobs produced in this 
country. 


MORGNER CATALOGUE 
COMPANY 


300 Adams Street 
Brooklyn, New York 























Help Wanted 


Help Wanted 


Positions Wanted 








ir 
] 
AN UNUSUAL OPPORTUNITY is available 
te a high grade, reliable man to call on hard- 
ware jobbers and do sales promotion work for 
an established advertised oil stove and range 
manufacturer on salary and commission basis. 
} Acquaintance with hardware trade desirable but 
not essential. Include complete details in first 
letter which will be kept confidential. 

Box G-295, care of Harpwarp Acm, New York. 








4 
{ 
dn 3) 


BILL CLERK—To price sales sheets and figure 


Louisiana. 








rofits. Salary $100.00 per month. 
haddoos Box G-312, care of Harpware AGE, 
New York. 





SHIPPING and STOCK CLERK: Builders’ 
Hardware concern located in New York requires 
an intelligent and energetic young man _ with 
knowledge of builders’ hardware to take charge 
of stock and shipping departments. Write giv- 
ing qualifications, including age, education, ex- 
perience, present position and complete record 
of previous employment. Address Box G-320, 
care of Harpware AcE, New York. 





SALES MANAGER—We have room in our 
organization for a sales manager who is thor- 
oughly familiar with builders’ hardware. Man 
employed in such capacity with hardware manu- 
facturer preferred. Excellent opportunity with 
fast expanding concern. Address Box G-319, 
care of HarpwareE Acer, New York. 





WANTED—High class Mill Supply and Hard- 
ware Salesman, having acquaintance with Mill, 
Store and Garage trade between Appleton and 
Wausau, Wisconsin. Good opportunity for right 
man. Address Sales Manager, care of Northern 
Hardware & Supply Co., Menominee, Mich. 





SALESMAN to sell Builders’ Hardware to re- 
tail hardware stores. State experience and sal- 
ary expected. Address Box G-315, care of 
Harpware Ace, New York. 





WANTED: A salesman who knows hardware 
and mechanics’ tools to sell standard factory 
lines to the wholesale trade in southern territory 
east of the Mississippi River, for an established 
sales organization. Must have experience in sell- 
ing. State age, compensation desired and experi- 
ence. Address Box G-323, care of HARDWARE 
Ace, New York. 


OF THE YEAR IN PROFITABLE BUSI- 


HARDWARE AGE, NDW YORK. 


EXPERIENCED YOUNG HARDWARE 
MAN WITH SOME MONEY TO INVEST 
DESIRES CONNECTIONS AT THE FIRST 


NESS. ADDRESS BOX G-271, CARE OF 














RETAIL 
know] 


HARDWARE CLERK with thorough 
edge and over twenty years’ valuable ex- 


ience in all branches of the business, both 
oo selling. 


Ten years in last position. 
esman and worker for employer’s inter- 


ests. Highest business references as to character, 
ability and qualifications. Address Box G-284, 
care of Harpwarre Acs, New York. 





Sales Accounts Wanted 














TOOL LINES WANTED. — Manufacturers 
| one LINE 

AGENCY for other 
to carry with our own. 
the largest JOBBING 
WEST AND ON THE PACIFIC COAST 
sell Bw buyers only. 


fidenial. Address Box G 303, care of HARDWARE 
AcE, New York. 





STANDARD TOOL 


We call personally on 
TRADB EAST AND 
and 

We are in financial 
to contract for entire output of factory 


desired. Correspondence trea stri oon- 








with 


. 


MANUFACTURERS 


REPRESENTATIVE 


Los Angeles office calling on hardware, 


housefurnishing and cogertmnant stores, golf sup- 
lies, etc., is desirous of sect r 
for Pacific Coast and adjoining territory. 


securing lines of merit 
Have 
sales force. Address Box G-283, care of 


fasewien Acz, New York. 





ware 
out 
bing 
give 
only. 
AGE, 


Ohio, 


WANTED—High grade line of builders’ hard- 


specialties on commission basis. Have rep- 


resented one factory over twelve years through- 


Maryland, Pennsylvania, West Virginia, 
Michigan and Wisconsin, selling the job- 
and large builders hardware trade and can 
best buyers as reference. Not a selling 


agency proposition and will consider quality line 


Address Box G-322, care of HarDWaArRE 
New York. 





~~ 


Positions Wanted 


SITUATION WANTED—Position as Sales- 
man or Buyer with hardware jobber. as ex- 
tensive following in the Metropolitan area and 
well-known to manufacturers. Age 35, 15 years’ 
wholesale experience, 11 years as buyer with 
present employer. Active, aggressive salesman 
and executive. Address Box G-253, care of 








Harpware Ace, New York. 





BUILDERS HARDWARE MANUFAC. 
TURER requires salesman for Greater New 
York and guys ng cover the jobbing and 
hardware trade. is is a real opportunity for 
an aggressive, energetic young man of ri- 
ence to build up a permanent business for him- 
self and to grow with a progressive concern. 
Write fully, giving complete details as to age, 
education, experience, present ition and com- 
lete record of previous employment. Address 

G-281, care of Harpware Ace, New Yerk. 


WANTED for Permanent Position: Orient 
h class, thoroughly versed and experienced 
-around hardware man. Give complete record 

of employment, including firm, positions, sal 

and term of service. ted. Ad. 





POSITION WANTED with some good Retail 
or Wholesale house. Have had sixteen years’ 
experience in running a retail hardware store. 
A willing worker and ambitious to do bigger 
things. Highest business references as to char- 
acter, ability and qualifications. Address Box 
G-316, care Harpware Acre, New York. 








State q 
ee Box G-304, care of Hanpwaas Acs, New 
or 


SEASONED and EXPERIENCED SALES. 
MAN with very broad acquaintance amongst 
buyers in hardware, sporting goods, electrical 
and automobile accessory jobbing houses is open 
for a proposition October 30. Ambitious to 
make connection with one of the leading manu- 
facturers that can use a high class salesman. 
Wants only a connection with a first class 
house. No objection to traveling. Address 


M., care of Harpware Ace, Otis Building, 


office 


Croc 
also 


Will 


HARD 


Manufacturers of Oil, Wood and 
kery, Leather Goods and kindred lines, and 


erences given. 


SUCCESSFUL HARDWARE SALESMAN | 


wishes to establish Manufacturers Agency with 


in Houston, Texas, by January Ist, 1925. 
Gas Stoves, 


importers of Hardware Specialties, Guns 


and Ammunition, looking for representation in 
this territory are asked to communicate with me. 


cover East, Central and South Texas. Ref- 
dress Box G-321, care of 
WARE AGE, New York. 





Sales Representatives Wanted 





Sal 


retail 
long 
open 
those 


dog collars, 


all details, territory, etc., in first letter. 
Box 130, Patterson Post Office, Baltimore, Md. 


esmen interested in attractive assortment of 
dog harness, etc., to sell direct to 
trade. Recently organized manufacturer of 
experience in this line has eo territory 
for the right men. Only hard workers and 
with representative lines need apply, gvies 








B. 
Chicago, Il. 


C290 





proposition. In fe 
ar 


SALESMEN and REPRESENTATIVES 
wanted = con on ~ gem — ood — 
yi ee 
agents e eountry. payi 

details, state terri- 


ce. ddress 


ase of Games dan an Ge 
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is the total number of replies for 1924 which have been received up to the closing date of this 
issue and forwarded through this department to advertisers using Box Numbers. This does net 
include replies that have gone direct to advertisers using their signature. 





Sales Representatives Wanted 


SALESMEN WANTED. — Manufacturers of a 
standard line of IRON PLANES equal in qual- 
ity to regular high priced — sao 7 A en- 
ly lower price, desires sa te 
tories still open to sell TO — m OBBING 
TRADE ecither as side line or as special—on 
straight commission basis. Territories open— 
Entire SOUTH, SOUTHWEST and FURTHER 
ann WEST. In application state experi- 
trade and territory. References. Address 
Box ’G 302, care of HARDWARE AGE, New York. _f 
= 

















Experienced salesmen wanted to carry an old 
and well known line of heavy and shelf hardware 
as a side line on a liberal commission basis. 
Territories open in the following states: Arkansas, 
Missouri, Iowa, Minnesota, Oklahoma, Kansas, 
Nebraska, North Dakota, ‘South Dakota, New 
Mexico, Colorado, Wyoming, Utah, Arizona, 
Nevada, Idaho, Montana. In reply state experi- 
ence, age, lines now representing, etc. Address 
Box G-299, care of Hiarpware Acer, New York. 





PATENTED DEVICE, sells to all hardware 
stores. Excellent side line. Vest pocket sam- 
Bide., ‘Soak tk ane Co., Guaranty Trust 


Sales Representatives Wanted 


Sales Representatives Wanted 





Salesman—Attractive side line, liberal commis- 
sion, sell patented garden implement to jobbing 
trade. Illinois, Indiana, Michigan, Georgia, Ala- 
bama, Florida still open. State experience, age, 
etc. Address Box 156, care Harpware AGE, 
1420 Widener Bldg., Philadelphia, Pa. 


SALESMEN to sell our complete line of 
brooders and Paks supplies on liberal commis- 
sion. Also Redbird Speedsters, Scooters and 
Thermic Jugs as side line for Christmas busi- 
ness. Will send sample Scooter post paid for 
$1.25. Royal Mfg. Co., Toledo, Ohio. 





WANTED: Experienced salesmen who are 
now selling the hardware and general store 
trade in Eastern Ohio, Eastern Pennsylvania, 
New York, Michigan and Indiana. The line is 
stamped ware made by an old established manu- 
facturer possessing a reputation for making a 
high grade product. The right men can make a 
very profitable contract. Address Box G-313, 
care of HARDWARE AGE, New York. 








WELL KNOWN established manufacturers’ 
representatives want by a Chicago manufac- 
turer of a nationally advertised kitchen specialty. 
Give full particulars and references in first let- 
ter. Territory open: Pennsylvania, Western 
New York, Ohio, West Virginia, Indiana, Michi- 
an, Kentucky, Mississippi, Louisiana, Texas, 
innesota, Iowa, Nebraska and Dakotas. Ad- 
ter Box G-317, care of Harpware AcE, New 
ork. 


SALESMEN TO SELL ON COMMISSION : 
Hardware, Tools, Regular Goods, Specials, and 
Ae Lots, one for each of the following locations: 

Philadelphia and Eastern Pennsylvania, New 

Orleans and vicinity, California. No objection 
to side lines, providing they do not conflict. 
Will pay commission on mail orders as well as 
orders taken. We have customers in all terri- 
tories. Address Box G-236, care of Harpware 
Ace, New York. 








MANUFACTURERS of full line household 
specialties want local representatives in all_impor- 
tant cities to handle line on commission. Depart- 
ment houses, premium concerns, are all big users. 
State experience, lines handled and territory 
covered. We want none but those who can 
“make good.’’ For such our proposition is an 
excellent one. Address ‘‘S. H.,”’ care HARDWARE 
AcE. New York. 








| The “TORREY” 
A Real Man’s Razor 


Send fer Catalogue of Full Line 
J. R. Terrey Racor Ce., Wercester, Mass. 


“They Have a 
Bull Deg-Grip” 
Manufactured by 
U. & Glethes Pin Co., Momtpelier, Vt. 
Sales Dept. 
1016 Unter Bank Bildg., Pittsburgh, Pa. 


Economy 
Hose po 


Ver connecting hese to smooth 
faucets. Slips on and off easily. 
Boonomy Mfg. Co. 
5600 Germantowa Ave. 





























Clamp’s Washers 


\BR 
. BARN Stop Leaky Faucets 
N Samples FREE 
U. S. WASHER CO. 
Box 398 


Hartford, Conn. 











YERDON CAST 
BRASS HOSE BANDS 
give JUST THE SERVICE 
you want Hose Bands for 

. on All Hose Connections. 
A trial will convince. 


WILLIAM YERDON, Box 102, Fort Plain, N. Y. 











Stone Working 
Tools and Supplies 
Trow & Holden Co. 


Barre, Vt. 








American Can 





American Can Company 


SILVER LAKE! 


SASH CORD 

















NET WEIGHTS PULL LENGTHS 
Sltver Lake Co., Newtonville, Mass. 








Dairy Gates 
Perfection Pattern 
Made in All Styles 
Syracuse Stamping 





Oil, Molasses 1 


Syracuse, New York 


EYELET TOOL CO. 


Manufacturers Punches and Sets 
_— and Foot "Power for Leather, 

Metal, Punch Punches and Dies. All 
—— and sizes ———- to -. Write jobber. 











190 Derchester Ave., Boston, Mass. 


Axes ao ae 








teat since 1812, Axes since 1800 


RIXF ORD *F East Highgate, Vt. 














BALE TIES 


Best Made — Prompt Shipment 
Baur Bale Tie Co. 


INDI ~\APOLIS, IND. 


J. L. THOMPSON MFG CO. 
Waltham, Mass. 
Tubular and Béfurcated 


—- RIVETS = 











Energy Elevator Ce. 
211 NewSt., Philadelphia 








Taintor Positive Saw Set 


All steel. Fully 
Guaranteed. Send 
for Free Book. 





TAINTOR MFG. CO. 
113 Chambers St. N. Y¥. City 


CRAYONS 


FOR EVERY PURPOSE 


STANDARD “"fiivers, Mass.” 














JOHN SOMMER’S 
PEERLESS FAUCETS 
‘Made of best Maple, with Leather 
Lining and Best Block Tin Key. 

Beware of Imitations. Genuine are 
Stamped with Maltese Cross. 
; John Sommer Faucet Co., Newark, N. J. 























HARDWARE AGE 


Roofing Time! 
—and don’t forget that 


your trade will appreciate 
Milcor Quality 


OW is the most active time for Roofing Sales. 

Get yours! Farm buildings of every descrip- 

tion, city buildings of every type—from dwellings 

to skyscrapers and factories—all are prospects for 

you with the complete line of Milcor Metal Roof- 

ing. Fireproof, lightning proof, long enduring, 

light in weight, weather proof and economical— 
the most practical roof protection known. 

Consult your Sept. Ist Net Price Book for the 

complete Milcor Line. 


In Terne Plate Gal- 

vanized or Painted. 

In Pure Copper or 
Zinc 


Milcor 
Titelock 
Spanish Metal Tile 


Milcor Art Metal Roofing 


For dwellings and other buildings where roof- 
style is an important factor, excellent effects can 
be obtained with Milcor Spanish Metal Tile, Amer- 
ican Metal Tile, Art Metal Shingles and Slate. 


WRITE FOR NEW CATALOG 


A beautiful 5-color catalog on Milcor Architectural 
Sheet Metal, is just off the press. It contains much valu- 
able data, including Roofing information to which you will 
want to refer frequently. Write for your copy now—Cata- 


log No. 24. 





MILWAUKEE CORRUGATING CO. 
MILWAUKEE, WISCONSIN 


Kansas City, Mo. LaCrosse, Wis. Minneapolis, Minn. 
Chicago, Ill... Little Rock, Ark. Boston, Mass. 





S 


Ld aN - 





October 2, 1924 


ae 





a8 











EER RE ee cee 


———s 


ag 














ee 


October 2, 1924 HARDWARE AGE 
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Nuts and Bolts 
by the Million 


Engines, implements, machinery—in fields and fac- 
tories—on the water and in the air—held together 
by millions of nuts and bolts—assembled and kept 
in repair by—wrenches! 


The automobile industry first saw the superiority of 
socket wrenches for turning nuts and bolts—not be- 
cause they were especially designed for automobile 
work, but because of their greater speed and adapt- 
ability wherever nuts and bolts are used. Socket 
wrenches are the big time savers of the wrench 
world—the perfected maintenance tools in a speed- 
crazed, mechanical age. Snap-On Socket Wrenches 
give—outstandingly—the wide range of service 
now in demand. Don't overlook their tremendous 
sales possibilities. 


MOTOR TOOL SPECIALTY CO. 
14 E. Jackson Blvd. Chicago, Ill. 


Distributing Branches in 18 Principal Jobbing Centers 





Snap-On Wrench Co. 





















Manufacturers . ; 
Milwaukee, Wisconsin ‘ START YOUR Snap-on assortment 
* Add Extra Sockets and Handles As Needed ry 
The Snap-On Cabinet gives | eee = 
you a complete socket wrench | - =, 


department embodying the 
cardinal principles of success- 
ful merchandising—low shelf 
investment, frequent turn- 
overs, liberal profit margins. 
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The “What Car Do You —— | | : 
Drive’’ book makes selling | | | @ 

easy and service to your cus- Lh es , 
tomers accurate. A word yD | 


from you will bring complete 
information of our dealer 


proposition. 
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Socket Wrenches 
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